Velame CXIII Number 17 


dune 25, 1938 


THE GREAT NATIONAL 


SHOE 














EVERIT B. TERHUNE. 
President 
Vice-Presidents 
ARTHUR D. ANDERSON 
H. WALTER SCOTT 
BERNARD C. BOWEN 
LAWRENCE F. DUTTON 
HUGH M. BOWEN 
GORDON SCOTT 


EDITORIAL STAFF 
ARTHUR D. ANDERSON, Editor 


RAYMOND L. FITZGERALD, 
Managing Editor 
JOHN J. REILLY 
Art Director and Promotion Manager 


OWEN A. THOMAS, Associate Editor 
140 Federal Street, Boston, Mass. 


HARRY R. TERHUNE, Field Editor 
201 Oceano Drive, Los Angeles, Calif. 


RUTH HARRINGTON, Fashion Editor 


ELEANOR M. RUTLEDGE 
Associate Fashion Editor 


HERBERT B. GOODRIDGE 
Make-Up Editor 


RAYMOND H. GOODRIDGE, News Editor 


L. W. MOFFETT, Washington Editor 
1061 National Press Bldg., Washington, D. C. 


Editorial and Executive Offices 
239 West 39th Street 
New York, N. Y. 


Publication Office 
Chestnut and 56th Sts. 
Philadelphia. Pa. 











© 











Owned and Published by 
CHILTON COMPANY 
Incorporated 


Chestnut and 56th Streets, Philadelphia, Pa. 
239 West 39th Street, New York, N. Y. 


OFFICERS AND DIRECTORS 


Cc. A. MUSSELMAN, President 
FRITZ J. FRANK 
Executive Vice-President 
FREDERIC C. STEVENS, Vice-President 
JOSEPH HILDRETH, Vice-President 
GEORGE H. GRIFFITHS, Vice-President 
EVERIT B. TERHUNE, Vice-President 
WILLIAM A. BARBER, Treasurer 
JOHN BLAIR MOFFETT, Secretary 
JOHN H. VAN DEVENTER 
JULIAN CHASE 
THOMAS L. KANE 
CHARLES S. BAUR 
G. CARROLL BUZBY 
P. M. FAHRENDORF 





OOT SHOE 


ECOR 


WEEKLY with which is combined 


THE 


DE 


SHOE RETAILER 


in TMs *=suy 


Voice of the Trade 


Spruce Up at Sale Time. 


Corn Belt Looks for Better Business 


Open Season for the Open Shoe . 


From Now On Sell Vacation Shoes 


The Editor’s Outlook 


Branded Men’s Line Gave Big Push to Business 


Backstage Washington 


Promote Play Shoes for Summer Profits 


Shoe News 


Copyright 1938 by Chilton Company (Incorporated) 








E. B. TERHUNE, JR., MAURICE 
WOOLF, 239 West 39th St., New 
York, N. Y. Telephone: Penn- 
sylvania 6-1100. 


B. C. BOWEN, ROBERT A. GAL- 
LAGHER, 209 S. State St., Chi- 
cago, Ill. Telephone: Wabash 8058. 


HUGH M. BOWEN, 1627 Locust St., 
St. Louis, Mo. Telephone: Gar- 
fleld 3347. 


Member, 
Papers. 


ADVERTISING STAFF 


Audit Bureau of Circulations. 
Published every Saturday. 
States and Possessions, Mexico. Cuba. Canada, $3.00. Foreign. 
$10.00 a year. Single copy 25 cents. 








L. F. DUTTON, GORDON SCOTT, 
E. P. LINGHAM, FREDERICK 
A. RUSSELL, 140 Federal 8t., 
—— Mass. ‘Telephone: Liberty 


H. WALTER SCOTT, Chestnut & 
56th Sts., Philadelphia, Pa. Tele- 
phone: Sherwood 1424. 


HARRY R. TERHUNE, 201 Oceano 
Drive, Los Angeles, Calif. Tele- 
phone: W.L.A. 36270. 


Associated Business 
Subscription Price: United 
































J. extra quality built into Tweedies is 
oe 


the result of years of factory supervision in 


developing skillful operators and of the ex- 
treme care exercised in selecting materials 
on the basis of use as well as style. Dealers 
handling Tweedies look upon this extra 
quality as a safety-valve against mark-downs. 


Pattern 2250 


The lanyard ornamentation 


of an unusual silhouette 


se ae ALLURING FOOTWEAR 
TIWEEDIE FOOTWEAR CORPORATION, JEFFERSON CITY, MO. 
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HBROOKMIRE BULLETINS, INC., 
have issued a special report in 
which it states that “while the to- 
tal supply of goods has exceeded 
the demand for over a year, con- 
sumption has now been running 
above the new supply for several 
months. Pump priming, together 
with a nearby approach of a nat- 
ural equilibrium, should reverse the 
decline in demand, production and 
prices during the second half of 
1938.” The bulletin states that it 
will “probably be good policy this 
Summer to start buying selected 
commodities ahead for three 
months or so.” 


WILLIAM E. EATON, a Re- 
CORDER man twenty-five years ayo 
and still remembered in the trade, 
is Chairman of the Committee cele- 
brating the 300th anniversary of 
the first settlement of Wakefield, 
Mass. As a descendant of the origi- 
nal settlers and local historian, he 
will undoubtedly emphasize the fact 
that L. B. Evans Sons Co., slipper 
makers, trace their record of shoe- 
making in unbroken sequence for 


one hundred years—one-third of 
the tercentenary period. 

_% * 
ALBERT L. GUDE, Los Angeles 
shoe retailer, on the completion of 


IGET IT— 

EASY ON 

THE TOES 
—— 





his early Fall buying for July de- 
liveries, expressed his opinion that 
the types of shoes to follow the 
open toes will be those soft toes, 
such as featured in so many lines. 
Shoes with the wider toes, short 
vamps of the walker type in the 
better grades of youthful shoes 
should prove to be _ interesting 
trade builders. He sees the wine 
shades in this type of footwear as 
being next after the blacks. Then 
come the soft tones of brown in 
the suedes and the mellow calfskins. 
A considerable amount of good 
style shoes, not high style, are 
visualized in the volume class for 
the late Summer and early Fail 
seasons by him. 
* * * 

W£HHEN we find a gem like this 
in a letter, we take the liberty of 
printing it: 

“Only a few weeks ago, the top 
salesman for 1938 in our organiza- 
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tion was in the house and I asked 
him pointedly: ‘Bill, what do you 
do when somebody starts talking 
about conditions?’ I’ve known 
Bill ever since he was a lad, go- 
ing to school and jerking soda 
before and after school hours. He 
hasn’t had a terrible lot of educa- 
tion and isn’t inclined to do a lot 
of reading. The funny papers and 
the headlines of the local papers 
interest him far more than the 
market news. He will read any- 
thing that I send him that relates 
to salesmanship, and he gets a 
copy of the Boot AnD SHOE ReE- 
CORDER, which he also studies care- 
fully. But he disclaims a knowledge 
of economics in any shape, form or 
fashion. , 


EAD “THE FUNNY 
h Sheers 








“Bill said that he let the cus- 
tomer have his say, and then he 
starts selling him. He said that 
he didn’t know anything about con- 
ditions over the country and didn’t 
care, so he just simply was igno- 
rant and could not afford to an- 
swer, because he didn’t know what 
to say. There’s a case where ‘Igno- 
rance is bliss,’ and we have tried 
to tell all of our salesmen that they 
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should follow the same plan. If 
they think they know anything 
abeut economics or politics for 
heaven’s sake to keep their mouths 
shut about it and keep it to them- 
selves when selling merchandise. 
Talk shoes and how to sell ’em— 
straight line to results. 

“Whenever a nice big order 
reaches us or a salesman has done 
something outstanding or some- 
thing worth-while comes up in our 
organization, we immediately issue 
what we call a ‘Good News Bulle- 
tin.’ It’s distributed to all of our 
factory employees and sent to the 
salesmen. 

“Suppose we extend that 


130,000,000 figure to include those 
who pledge themselves to talk only 
optimism, to spread only good 
news.” 





ND ge 














SECURE in the knowledge that 
here, at last, was an oasis of hos- 
pitality in a desert of turmoil, the 
visitor to the exhibit of the Compo 
Shoe Machinery Corporation in the 
Hotel Statler during the Boston 
Shoe Fair found himself basely 
betrayed. On one side, as he en- 
tered the suite, reposing coyly in 
the niche of a display cabinet, was 
a Compo jack—an innocent enough 
device used in attaching soles to 
uppers. Most of these jacks are 
well behaved—but this one, as the 
visitor came abreast, gave a con- 
vulsive heave, inhaled asthmatical- 
ly, exhaled and then burst into an 
eight-note song stolen one hundred 
per cent from the famous chimes 
of London’s Big Ben. Ensued a 
startled retreat on the part of the 
visitor, whereupon all action ceased. 
The weary visitor meditated. 
Should he summon his last reserves 
of strength and leap past; or should 
he sneak up on it in its sleep and 
kill it? He decided on the former. 
No go. Again the jack shuddered, 
exhibiting (except for the music) 











NOTES 





—My friend, V. M., recently re- 
turned from the Far East, read to 
me the following excerpts from 
his notebook:— 

—"lt takes all the wisdom of the wisest 
to repair the damage done by the 


good.” 
*x* * * 


—At the Calcutta, India, races Mrs. B. 
says: "Please, Mr. Singh, place ten 
shillings for me on the winner of the 
next race.’ 

x ok * 


—In Japan, after-dinner speakers do 
their stunt before dinner, for the 
following reasons: 

1. It gives the guests a common sub- 
ject of conversation. 

2. Speeches are always brief. 

3 The speakers can enjoy their din- 


ners. 
and | might add 
4. The audience can't walk out on 


Sous 6 Tre 


President 





most of the writhing symptoms of 
acute St. Vitus. “All of which,” it 
was glibly explained to the visi- 
tor, “was the happy thought of a 
Compo engineer who is deeply im- 
bued with humor and the spirit of 
technological progress. 

“There’s a photo-electric cell at 
which is directed a concealed light 
beam. When your body obstructed 
the light beam, the cell went into 
action—which closed a_ relay, 
which completed the circuit to a 
starter switch, which started a mo- 
tor, which pumped air into and 
out of the jack, which set off the 
electrically-operated chimes, which 
raised havoc with your nervous 
system.” 


* at * 


HBALE and hearty at 78 is William 
S. Scheiffele of Cincinnati, whom 
many will remember for his long 
service in children’s shoes, manu- 
factured under the firm name of 
Scheiffele Shoe Mfg. Co. He was 
much in evidence during the Mid- 
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West Shoe Fair. His son carries 
on in shoedom with the General 
Shoe Corporation. 

: * * *e 


HOW to flex a platform—that’s 
the question! A newly developed 
platform material which makes a 
flexible sole that can be bent in 
half was displayed at the Boston 
Shoe Fair by Kenneth Keyes of 
New York City. A combination of 
cork, rubber and paper products 
as a base, mixed with some fifteen 
other processed materials, has pro- 
duced a light and resilient sole— 
and causes it to spring back into 
shape. The sole weighs 34 grams 
for the average 4B platform. 


* * * 


WITH apologies to Lewis Carroll 
(And Some Shoe Men) 


ce 
c 





“They are old,” said the son, as he picked 
up a pair. 

“It’s years since they’ve used such a last; 

Yet you mark them full price on your 
stock-taking sheet, 

As you’ve done every year in the past.” 

“In my youth,” said the Shoe Man, “I 
worked for a man 

Who always maintained as a fact, 

That if a style went, it was sure to come 
back, 

And would sell if you only used tact.” 

“I suppose he died rich,” said the son, 
with a grin. 

“This man who could never buy wrong?” 

“Well, no,” said the Shoe Man, “Why— 
er—he went broke, 

And I bought in his stock for a song.” 

“But why do you stick to his ways?” 
said the youth. 

“When you know that they cannot be 
right.” 

“Okay!” cried the Shoe Man. “You win 
—throw em out, 

And don’t make the markdown too 
light!” 
(Entre nous—or what have you) 

Why is it some shoemen with “crabs” on 
their shelves, 

Still list them as assets—just kidding 
themselves. 

JoHNn COLVILLE 
% * * 


eBHOE STERN, president of the 
U. S. Shoe Corporation, as chief 
speaker on the Monday program 
of the Mid-West Shoe Fair, proved 
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to be a polished speaker, with a 
very fine delivery. His subject: 
“How to Sell More Shoes” was 
convincingly delivered with infre- 
quent references to notes. To talk 
to a crowd is an act—to capture 


all ears and eyes—an art. 
* * * 





BR ALPH HOBSON proved to be 
the big hit of the Mid-West Shoe 
Fair banquet in Cincinnati when 
his friends urged him to take the 
stage and sing, while an accordion- 
ist was doing his stunt. And, what 
singing! His size, his fine appear- 
ance, was adequately matched by 
his resonant voice that electrified 
the banqueters and his rendition 
of “The Girl from West Virginia” 
made the evening perfect. He does 
a swell job for Valley Shoe Mfg. 
Co., and for himself; but not many 
of his friends know that he trained 
for the stage. 
* * * 

FRANK McLAUGHLIN, N. S. R. 
A. director and New York shoe 
man, has been promoted to the 
newly created post of merchandise 
manager of accessories for both 
the New York and Philadelphia 
stores of John Wanamaker. He 
will supervise shoes, accessories, 
small wares, children’s wear and 
piece goods and will make his 
office in Philadelphia. 

The announced change follows 
a recent statement of Charles R. 
Shipley, president, in which he saw 
a need for department stores to 
lower expenses if they would com- 
pete on favorable terms in the field 
of distribution. The consolidation 
of duties also is seen to be consis- 
tent with Wanamaker’s new selling 
policy, which is designed to lower 
prices to the consumer by effect- 
ing economies not prejudicial to 
maintained customer service. 


MILTON E. FOX, president of 
the Chicago Mercantile Exchange, 
made the first sale of a hide con- 
tract at the opening of the new 


trading pit. Trading in hide fu- 
tures on the first day, June 13, 
amounted to 920,000 Ibs. of raw 
hides—a total business of $79,872. 

Quotations were about 0.20 to 
0.30 cent a pound higher for the 
Chicago contracts than for corre- 
sponding futures in New York. 
The spread was attributed by trad- 
ers largely to technical conditions 
relating to the newness of the Chi- 
cago market and to a difference 
between the contracts in the two 
markets. In Chicago the rule is 
that hides delivered under con- 
tracts must be less than a year old, 
but in New York the limit is now 
five years. 


% * *% 


SLIPPER figures and statistics 
are a puzzle. The U. S. Department 
of Commerce reports slipper out- 
put for the first five months of 
1938 to be 44 per cent less than 
that for the like period of 1937. 
The shrinkage was from 13,200,- 


[13] 


000 pairs for the 1937 period to 
7,300,000 pairs for the 1938 pe- 
riod. 

But it doesn’t look as if the slip- 
per makers had taken such a loss 
in production as the figures indi- 
cate. Some of them are busy and 
others are fairly busy. Why? Be- 
cause they get out a diversity of 
shoes as well as slippers. Some 





make sandals, some make slack 
shoes, some make moccasins, some 
make beach shoes, some make hos- 
pital shoes, etc.—including the 
firm that makes bags for shoes as 
well as slippers. The idea seems 
to be that if classic slippers don’t 
sell, then try something else, first 
making sure that the new idea is 
good. 














"You and your correspondence school auditing! How can an inventory be 
five-sixteenths of a pair short?" 














RED ARROW SALE! 
SHOE SAVINGS/ 


THE SALE THAT SAVES FOR YOU AND 
HELPS PUT MEN BACK TO WORK! 
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EVERY REO ARROW 
POINTS A SAVING 





SALESPEOPLE will serve better, customers will buy 
better and sale shoes will sell better when the appear- 
ance of the store gives an atmosphere of importance to 
your clearance sale. 

There’s nothing that will kill the impulse to buy that 
has been created by your newspaper «-nnouncements 
and window displays quicker than to walk into the 
store that looks as lively as a bank vault, and be served 
by salespeople that don’t seem to care whether school 
keeps or not. Nor can the salespeople be blamed for 
following the example of the management, when it 
allows a store appearance that plainly indicates a com- 
plete lack of interest in the shoes that happen to carry 
over to sale time. 

Internal store promotion has been made the subject 
of serious study and recommendation by the N.R.D.G.A. 
for its department store members. The tie-up that makes 
a COMPLETE CAMPAIGN has been stressed. In their 
book “A New Concept of Retail Sales Promotion,” they 
recommend that 10 per cent of each publicity dollar 
be devoted to internal store promotion, so important 
is the selling of the customer IN THE STORE. You 
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SPRUCE UP 





Layout for Red Arrow Sale Ad. This 
can be increasingly effective by 
carrying out the main idea in all dis- 
plays. The same elements used in win- 
dows, in direct mail and in interior 
displays will fix in the minds of the 
cust s the points you want remem- 
ber 
















by R. E. ANDRUSS 











cannot bring them in and then quit cold, and expect 
customer enthusiasm to remain at buying pitch! 

For this Summer’s clearance sale, decorate the store, 
and display sale shoes attractively, using size record 
cards, if possible to inform the customer quickly if the 
size wanted is available. Revise these cards twice daily 
or oftener. Neat racks, or even open shelves, illumi- 
nated, can be used for sale shoe display. Remember: 
sale customers like to handle the merchandise—to look 
il over, and to make selections without too much urg- 
ing. Furthermore, when the store is busy, making it 
possible for customers to help serve themselves in- 
creases sales; the customers don’t get the “fidgets” wait- 
ing for attention. 

Another important internal store promotion idea to 
consider at sale time is SIZES. Sizes in sale-priced 
shoes will be broken, and continue to be more so as the 
sale progresses, but staples should be sized up right 
through. A lot of stores have also found it practical to 
have NEW shoes in in-between styles to show the cus- 
tomers who are not sale shoe suited. 

Tie-up between in-store displays and the rest of the 
sale campaign in the windows, newspapers and direct- 
mail (if used) is an easy matter when a simple symbol 
is used. One of the biggest stores in New York uses 
symbols and ideas that are both simple and familiar, 
but dresses them up attractively and gets a complete 
tie-up between advertising and displays. 
























A SIMPLE practical idea that lends itself to every 
part of the campaign is the RED ARROW. In the store, 
red arrows cut from red cardboard for the smaller 
sizes and Upson board for the larger sizes can be used 
in many ways for decorative trimmings and as sale 
signs. White with bright red is a good color com- 
bination. Red is such a strong color that you should 
not overdo it. A store desiring a real “bargain base- 
ment” color effect has but to use yellow in place of 
white, with red. However, it is not advised for the 
average store, where neat appearance is important. 
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at SALE TIME 


Build Your Sales Promotion Campaign Around a 
Central Idea, and Strengthen it by Cooperative Effort 
to Make Clearance Sales More Successful to the 
Individual Shoe Stores and the Whole Community. 








MENS SHOES | 





Above—After the sign is lettered in red 
for “red arrow” and blue for the re. 
mainder, on a white card, the red arrow 
itself, cut from cardboard is attached to 





the sign. It may be slightly raised with 
a small strip of wood running its entire 














REO ARROW SALE ¢ 


length. 








Left—The red arrow at the top may be a 
long cut-out of Upson board painted red, 
and white lettering or it may be a cut- 
out in a white background, lined with 
red cellophane, and using white cut-out 
letters. The circular plateaus are white 
with cut-out red arrows and red lettering. 
Prices in blue. Shoes are grouped ac- 
cording to prices. Such a display tells 
your sales story quickly, differently, 














dramatically. It will stop sidewalk traffic. 





While mass displays are customary at sale time, it 
isn’t necessary to have them all cluttered up. Neat, 
orderly arrangements that make for easier handling 
and selection should be used, except where the heaping- 
table, self-service idea prevails, as in some basements 
or cheaper stores. In other words, the class and char- 
acter of the store can be maintained and still have a 
definite atmosphere. 

Since we are working from the inside out, let’s take 
up the windows next. Use the red arrow motif.on a 
white ground, with some blue in the show cards. 

Whether you adopt the circular plateaus suggested in 
the sketch or not, be sure to group your shoes for easy 
. visibility, and quick review. A mixed-up window only 
leads to confusion in the customer’s mind, and may 
cause her (or him) to miss the very styles that he or 
she would care to buy. Style numbers on the shoes 
facilitate asking for a certain model desired. 

Eye-catching motion that adds effectiveness to even 
a striking color combination can be gained by using a 
small motor to keep the swinging red arrow, suggested 
in the window sketch, in easy motion. Be sure the large 
red arrows in the windows all point toward the store 
entrance. 

While it cannot be red in newspaper ads, the Red 
Arrow Shoe Sale permits effective layouts in any size 
or shape. And if the store does not have facilities for 
making special drawings and cuts, mats of arrows in 


different sizes and shapes can be found in the mat 
services at the newspaper offices. 

Beware of superlatives in your sale copy. Most of 
us can still remember what happened only a few years 
ago when copy writers went haywire and created ex- 
traordinary distrust among readers by their exag- 
gerated statements. The temptation is again present 
today. Be careful. Here is a suggestion that ties up — 
with the popular thought of the times: 


Red Arrow Shoe Sale! 
The Sale that, Saves for you, and Helps 
Put Men Back to Work! 


Because the shoes we sell now, at low sale prices, 
will be replaced with new shoes for Fall, your 
every purchase made now adds to the working 
hours of the people who will make the new shoes. 
Buying shoes in this sale not only means big sav- 
ings on good shoes for you—it means MORE 
WORK FOR MORE PEOPLE! 

That's the way the economic law of retailing works 
out. When stocks on hand are sold, new stocks 
must be bought. Stock left on hand ties up capital 
and curtails buying of new stock. Your purchase 
here (and elsewhere) will help to increase the flow 
of business. It’s your opportunity to save for 
yourself and help others, who, in turn, will spend 

[TURN TO PAGE 32, PLEASE] 
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CORN BELT LOOKS for 


An the report of the convention of 
the Nebraska Shoe Retailers Asso- 
ciation, published in last week’s 
RECORDER, the arresting state- 
ment appeared that shoe men of 
that section were looking forward 
to their best year since 1932. Such 
an observation seemed so extraor- 
dinary, in the light of present con- 
ditions, that we felt RECORDER 
readers would want to know the 
whys and wherefores. And so 
we commissioned Albert Whipple 
Morse, Jr., free lance writer who 
was making a survey of conditions 
in that section of the country, to 
write an article telling what it was 
all about. Here’s his story, and it’s 
well worth reading: 
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BETTER BUSINESS 


by 
Albert Whipple Morse, Jr. 


R ainfall Means Prosperity to Nebraska and the 
Great Midwestern Agricultural Area. This Season, 


After Four Drought Years, Precipitation Has Been 
Abundant and Well Distributed, with the Result 
That Shoe Merchants of Grain Section, Like the 
Farmers, Are Getting Ready to “Go to Town.” 


BRAIN means more to Nebraska than an act of Con- 
gress. 

Widely publicized as “The White Spot” because of 
its freedom from income, sales and luxury taxes, the 
state of Nebraska is predominantly an agricultural 
community, and is affected far less by national economic 
conditions than it is by crops within the state. 

After four drought years, in which 1934 and 1936 
were extremely severe and 1935 and 1937 were acute, 
the Spring of 1938 was ideal. By motoring through 
the state, as the writer did, from north to south, and 
east to west, the traveler sees the Nebraska of 1938 as 
it really is, a garden land of beautifully green pas- 
tures and abundant Winter wheat, with the corn start- 
ing its growth under superlative conditions. 

A precipitation of 2.38 inches is normal for the 
month of April, and this year there was an average 
April rainfall of 3.02 inches, compared with 1.15 for 
1937. T. A. Blair, director of the State Weather Bureau, 
made a preliminary determination for Boot AND SHOE 
RECORDER of the average May precipitation for 1938, 
and found it to be 4.97 inches, compared with 2.60 for 
1937, and with the normal average of 3.43 inches for 
past years. 

In determining the figures for Nebraska, Mr. Blair 
explained to the writer that the recorded rainfall at 
145 stations throughout the state are sent to him, and 
he takes their average. So this means that every part 
of the state presumably received 4.97 inches of rain 
in May. 

Corn is Nebraska’s number one crop, and when 
there is a corn crop business is good. Even when the 
price drops, the farmers can fill their bins, and there 
is no suffering. A. E. Anderson, Senior Agricultural 
Statistician, says that 90 per cent of the corn raised in 
Nebraska is fed within the state, to cattle, hogs, sheep 
and poultry. While 20 to 25 per cent of this corn is 
sold for cash, it is fed in nearby counties, within 
the state. 

Increased retail sales show that Nebraskans are 


buying to some extent on “futures”, with the corn 
prospects for 1938 exceeding anything in June for 
many years. This optimism is based on something 
more than hope. It is based upon something more than 
corn. 

Winter wheat is the number two crop of Nebraska, 
and the largest acreage in the history of the state is 
developing under ideal conditions. The acreage which 
will be available for harvest this year will be 35 per 
cent above that which is normally harvested in Ne- 
braska, and this 35 per cent represents one million 
acres. 

This excellent condition is likewise true of oats, the 
number three crop of Nebraska, and of barley and 
other small grains. Drought exhausted soil moisture 
and exhausted the supply of grains in the cribs, but 
rains of 1938 have gone down three or four feet into 
the soil. 


NORMALLY, Nebraska ranks second among the states 
in sheep feeding, but the drought reduced its feeding 
to 65 per cent of normal. It ranked third in cattle 
production, but drought cut this to 90 per cent of 
normal. It ranked third in hog production, but drought 
cut its production to 30 per cent of normal. It ranked 
third in the feeding of cattle, but drought cut this to 
30 per cent of normal. 

Largest of Nebraska cities is Omaha, 39th city in 
the United States, live stock and grain marketing, meat 
packing and flour milling center. Omaha makes more 
butter than any other city in the world, has the largest 
brewery west of the Missouri river, and Omaha-made 
ice machines are used in 40 foreign countries. 

Close to half a century ago, the Drexel Shoe Co., 
Omaha, was started by the late John C. Drexel and 
Robert Rosenzweig, now head of the firm, on the same 
site which the store now occupies. 

“You don’t have the difficulty of taking that $10.00 
bill out of their purses that you used to have,” observes 

[TURN TO PAGE 34, PLEASE] 
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Slated for immediate 
promotion, the dark 
silk jersey dress will 
carry through July as 
the ideal type for vaca- 
tion travel and some- 
thing new to wear in 
town. Combined with 
crepe, as it is here, it 
will be popular for both 
July and August. 





OPEN SEASON tor the OPEN SHOE 


Shree graceful dressy shoes 

n suede and kidskin. Pat- 

erns opened up for coolness 
dind chic. (Left to right) 
‘2ardone & Baker (kidskin); 
| alter DeLiso (cocktail shoe 
\ vith “half-platform” sole); 
© {ndrew Geller (unlined and 
H with graceful throat line). 


| 





Right 

Popular patterns in tailored 
“soities” in suede and calf 
include several outstanding 
1938 treatments. (Left to 
right) Carlisle (“mudguard” 
simulating a “half-platform” 
sole); Gregory & Read (note 
built-up leather heel); New- 
ton Elkin (camisole _treat- 
ment); Johansen (“plat- 

form” sole). 


Below 

Distinguished types for 
the first Fall selling in 
July and August. (Left 
to right) Seymour Troy 
(High front and low cut 
sides. Note lizard trim 
on suede); Schwartz & 
Benjamin (popular 
tongueless oxford with 
“half-platform” sole); 


Valley (iridescent patent First Fall Patterns Designed for Early Selling in July and August 


trim on suede). When Soft Cool Types Are Needed for Travel and Town Wear 


eBUST back from a vacation or get- 
ting ready to start off on one; in from 
the country for a day’s shopping or 
one of the thousands who spend their 
Summer in town—it does not matter 
much which group your customers 
belong to, they all can be interested 
in new shoes for late July and August. 
They have been living in Summer 
shoes—light in color and weight. For 
another eight weeks they will go on 
wearing these shoes, but—and here is 
where your new early Fall shoes have 
their innings—they are a little tired 
of these patterns and colors for con- 
tinuous wear, day in and day out. 
They want some fresh ideas in shoes 
to liven up Summer costumes (both 
dark sheers and lighter colors), and 
to look right with traveling clothes, 
the first Fall dress or the Spring suit 
brought out on occasional cool days. 
But they are not ready for a closed-up 
heavy Fall shoe. They want some- 

[TURN TO PAGE 45, PLEASE] 
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EVEN in normal times, when there isn’t any depres- 
sion, recession or what have you, shoe stores are con- 
fronted with a seasonal slackening in sales after the 
Fourth of July. To meet this problem, the merchant 
has two alternatives. He can announce a clearance sale 
and depend on the stimulus of reduced prices to keep 
business moving over the dull period. Or he can put 
on additional steam and endeavor by advertising and 
promotion to maintain his momentum until business 
begins to roll along again. It is more than probable 
he may decide to do both, especially in such a year as 
1938, when a lot of stores are finding that price alone 
isn’t a sufficient inducement to sell the volume of shoes 
they need to sell between now and Fall. 

To do an effective promotion job, newspapers and 
window displays are the media that usually come in 
for first consideration. And then the question arises as 
to what story will arouse the greatest amount of inter- 
est on the part of customers at this season of the year. 
From a purely merchandise standpoint, the problem is 
apt to be a little difficult, for usually the retailer doesn’t 
have many new styles to show or advertise. He has 
already advertised Summer footwear, including all his 
various types of sport shoes, whites and outdoor foot- 
wear. Now he must advertise them again and show the 


FROM NOW ON. SELL 
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same shoes in his windows. But how, without running 
the risk of repetition or of becoming monotonous? 

Obviously the answer here is to advertise and feature 
the merchandise in new ways, from an angle that is 
fresh and different. Probably up to now the ads have 
been talking about the styles themselves, their attractive- 
ness and their place in the fashion ensemble. Perhaps 
you have had some advertisements referring to June 
graduations and a June wedding window or something 
on that order. Very likely you have had some ads and 
window displays featuring white shoes. 

















NOW is the time, change the emphasis from the mer- 
chandise to its use and the occasions for which it is 
intended. From now on ads and windows should re- 
flect the vacation season, Summer travel and the re- 
creations and diversions of the Summer months. That 
kind of promotion will produce better results than 
almost anything else in July and early August, because 
it’s in tune with what so many people are thinking about 
and planning for at this season of the year. People 
are looking forward to vacations, to getting away for 
a brief period at least from the routine and the work 
to which they devote their time and efforts during the 
rest of the year. And almost everybody needs some- 


thing new to go away with, especially new shoes. 

















Left, attractive vacation window 
by Franklin Simon, Fifth Ave- 
nue, with clever use of ship 
ladders to display the shoes. 
Right, an interesting Summer 
men’s shoe window by R. 
Macy & Co., New York, show- 
ing a varied assortment of 
whites and combinations. 


VACATION 
SHOES 


Use Your Windows to Dramatize 
Summer Sports, Travel, Recreation, 
and Thereby Promote the Sale of Extra 
Pairs at a Profit—White Shoes and 
Sports Types at Sales Peak in July 


Plan, therefore, to give your July windows a vaca- 
tion atmosphere. Don’t be content merely to show 
the sort of shoes people need and should buy for Sum- 
mer wear, but reflect in your displays the activities 
that people will engage in when they wear them, and 
especially those that have to do with Summer travel 
and the vacation season. The Franklin Simon win- 
dow, shown herewith, with its clever display of white 
and wheat-colored shoes arranged on a ship’s ladder, 
is an example of the sort of display that instantly 
suggests vacation thought and the lure of travel. 
The Saks Fifth Avenue window contrives to do 
much the same sort of thing with the figure of the 

[TURN TO PAGE 32, PLEASE] 





Left, a simple grouping of white and 
pastel kidskin shoes by The Tailored 
Woman, a New York Apparel Shop. 
Bamboo fence and green grass floor cov- 
ering impart outdoor atmosphere. 


Badminton, tennis, racing and fly casting 

are among the Summer and vacation ac- 

tivities suggested in this men’s sport shoe 
window by Saks Fifth Avenue. 
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Refreshment of Youth in Business 


THREE men attended a school graduation last week 
—a shoe retailer, shoe manufacturer and a business 
paper editor. It was an evening session affair, in a 
school hall crammed to the doors from 7:30 to 11:00 
P.M. and scarcely a person left, despite the heat and 
the time. Pupils graduating had completed four years 
of vocational training. As the valedictorian of the 
class put it: “Instead of being dressed up, with no place 
to go, we have learned skills with our head and hands 
that will give us a wage and a job; and have been 
taught an appreciation of good citizenship. The audi- 
ence of nearly 1200 were, in the main, parents who had 
been born in foreign lands and as one of the speakers 
said: “They helped build this country with pick and 
shovel and we have reached a day when their children 
work with needle and thread.” 

Another significant part of the audience was a group 
of approximately fifty business men and women repre- 
senting all the industries whose craft is taught at the 
school and a smaller group of individuals known as 
the Needle Craft Educational Commission. The ex- 
ercises opened with a salute to the flag and the pledge: 

“I pledge allegiance to the flag of the United States 
of America; and to the Republic for which it stands; 
one Nation indivisible, with liberty and justice for all.” 
There was no outstretched hand, no clenched fist, but 
a simple, traditional salute to the flag. It was a very 
impressive moment, followed by the singing of the 
Star Spangled Banner. 

Then followed a complete fashion play on the stage, 
with 60 participants portraying American costumes of 
yesterday and today. Every one of those costumes and 
accessories worn by the characters in the play was 
designed, cut, sewed and executed by the students. The 
graduating class, girls and boys, had, for the most part, 
made their own clothes. It was, in a way, a test of 
their ability to put into use the training that they had 
gotten in the schools, in the needle crafts. Before an- 
other year rolls by, there is hope that a division of the 
school will even fashion its own shoes. That’s why 
shoe men were there—the school trains 3100 students 
annually. 

Now there is something of terrific importance to this 
little story—not only to our readers who may be par- 





By ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


ents who have had children graduating this year but 
to those whose children continue to walk down the 
corridors of classical education of books, examination 
papers, etc. The majority of boys and girls who 
come out of academic life stand, on commence- 
ment day—“all dressed up and no place to go.” 
The vocationally-trained boy or girl knows at least 
that he or she possesses some skills that justify 
an early wage. Proper vocational training today 
doesn’t overlook a study of books and history 
because, unless you read history—political and 
economic—you don’t understand anything. You 
may say that the country is full of workers with- 
out jobs but you can’t say that when work is re- 
sumed the better skilled operator doesn’t get the ~ 
first chance. To be skilled and young is to be 
preferred. 

The sorrier plight is that of the boy or girl, academi- 
cally trained, who finds no job now or in the near 
future for raw, untrained, unskilled help. You may sav 
they can go into offices and stores but even in those 
fields some vocational training prepares youth for 
consideration at the employment desk. 

And now comes the nub of my story—bringing you 
back to the school room and to the finale of the exer- 
cises. The principal of the school asked all the guests, 
business men and women, industrial leaders and ad- 
visors, to march onto the platform. It was somewhat 
of an embarrassing experience but evidently he had 
something in his mind. Honors were to be given out. 
The principal read the name of the student who had 
accomplished something exceptional—worthy of men- 
tion and prizes. The student came onto the platform 
and received his accolade from the hands of one of the 
business people on the stage whose industry was repre- 
sented by some donor within that industry. The stu- 
dents honored were the pick of the crop and there 
were 30 of them. 

The little shoe group sitting on the stage were in 
a whispering huddle and this remark was made: 
[TURN TO PAGE 39, PLEASE] 
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New 


HAMILTON-BROWN 


Specially Lines 


AMERICAN LADY 
(Sbicca) including 
Formedic Arch (Little- 


way) 
to retail at . $5 & $6 


FASHION CREST 
(Compo) including 
Archmedic (Welt) 
to retail at . $4 4 $5 


HELENE NOVELTIES 
to retail at . . $3.00 


BETTY VERNON (Flexi- 
bleMcKayArchType) 
to retail at. . . $2.50 


MAR-V-LUS AGE, 
growing girl welts 
to retail at . $3 & $4 


mre A Y growing 
irls' Goodyear 
titched Sport Shoes 
to retail at $2 & $2.50 


COUNTRY CLUB (for 
men) to retail at $4.00 


AMBASSADOR (for 

men and boys) 

to retail at . . . $3.00 
so 


Ask about the H-B make-up 
plan which is backed up by 
a complete stock service. 


EVERY SHOE MADE IN 
HAMILTON-BROWN FACTORIES 
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WELCOME H-B 
SALESMEN 
NOW IN THE 
FIELD 





Old Trustworthiness 
Modern Operation 
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In the new Hamilton-Brown situation, look for advantages 
for yourself. Here are freedom and flexibility of operation. 
Here are no old traditons, no hide-bound policies, no 
accummulated prejudices to fetter and dampen the initia- 
tive and enthusiasm of the young management. Things 
are being done and get done at Hamilton-Brown. The 
organization is stripped and geared for today’s fast pace. 


So look forward to the call of the Hamilton-Brown 
Salesman. Look for freshness, newness. Look for New 
Thinkinc, New Lines, New 

Styles, New Lasts, New Pat- 

terns, New Make-up Plans, 

New Window Service, New 

Dealer Helps... and finally, 

look for an understand- 

ing of your problems and an 

appreciation of your view- 

point that is the result of the 

young, retailer-minded 

management.* 


Welcome the Hamilton-Brown 
Salesman 














Branded Men?’s Line 
Gave BIG PUSH 
To This BUSINESS 





Right—Stoner’s uses maker’s displays to 
catch the eye of passers-by and to stimu- 
late consumer interest in the merchandise 





THE Olcovitch Shoe Co. has been in business in Los 
Angeles for the past 20 years. For 10 years they have 
operated the Stoner group of shoe stores, all of which 
are located in and around Los Angeles. These stores 
featured women’s novelty shoes, with some children’s 
and men’s shoes selling in the moderate price field. In 
the low priced women’s style business, the management 
was faced with the problem of merchandising the stores 
competitively on a plane with the national chains, the 
department stores and the locally operated outfits. 
With competition in this field growing stronger and 
the number of outlets rapidly increasing all the while 
in the women’s $3 to $5 style business, the management 
started to experiment in developing the women’s correc- 
tive shoe trade, strengthening their children’s shoes and 
adding a well advertised line of men’s shoes. Both the 
corrective line and the children’s business brought 
added traffic to the stores. However, it remained for 
the rejuvenated men’s department, with the impetus of 
the well-known line of branded shoes, to furnish sub- 
stantial increases for the entire business. 
And that is the remarkable angle to all this transition 
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Shoe Stores Avoided the Increasing 
Hazards of Intensive Competition 
by Adopting a New Merchandising 
Policy—Emil Olcovitch, President 
of The Olcovitch Shoe Co., with 
Headquarters in Los Angeles, De- 
scribes the Methods That Brought 
Increased Success to the Ten Stoner 
Stores Owned by His Company, of 
Which Albert Olcovitch Is Vice- 
President and Louis Gilman Gen- 
eral Sales Manager. 


Left—Interior of the Olcovitch Shoe 
Company, showing large displays of 
advertised shoes which helped to 
build up sales volume for the store. 


from a group of stores majoring in women’s novelty 
shoes to the basis of a substantial family shoe store— 
all brought about through the added interest in men’s 
shoes. Many times it has been duly recorded how 
women’s shoes, hosiery or sundry accessories have been 
the making of a shoe business. But never before within 
the memory of this reporter has a men’s department 
been given the credit for adding an appreciable 
amount to the store’s volume. 

In speaking of the fine showing the stores are mak- 
ing since a nationally advertised line of men’s shoes has 
been promoted, Emil Olcovitch, president of the con- 
cern said: “It is truly remarkable the way the business 
has expanded since we began to promote a branded line 
of men’s shoes. Exclusive men’s advertising in the 
newspapers, generous window space, and detailing men 
especially to take care of the men’s trade brought im- 
mediate results. 

“For many years the Stoner stores carried our own 
private brand of men’s shoes under our copyrighted 
name of ‘Trojan,’ a name adapted from the one given 
[TURN TO PAGE 43, PLEASE] 


How « Locally Owned Group of 














QdgZ2raowm Nae = mw 





BOOT ann SHOE RECORDER, June 25, 1938 [27] 


WIG-WAG JA AMERICAN YOUTH 
INTO YOUR STORE 











Remember, when they scout around for shoes, 


it’s OFFICIAL Boy Scout Shoes they’re after 


Here’s business that’s just waiting to be 
invited into your store . . . a whole army of 
young fellows in need of shoes, anxious to 
wear shoes that carry the OFFICIAL Boy 
Scout emblem. 


THESE Official Boy Scout Shoes belong to 
the famous BUSTER BROWN family .. . 
known the nation over as the finest juvenile 
shoes made! And once you feature this 
well-established line, you'll discover that a 
combination of the name BUSTER BROWN 


Boys’ Sizes 1 to 6 


and OFFICIAL BOY SCOUT will open 
many a bill-fold that otherwise you’d never 
see! 


Here’s EXTRA business that not only puts 
cash into your register—but builds prestige 
for you and establishes YOUR store as 
“OFFICIAL Boy Scout” Headquarters. 
Write today for full details. Brown Shoe 
Company and their associates, Central Shoe 
Company, St. Louis, Missouri. 


Big Boys’ Sizes 61/4 to 11 
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DESPITE rough and tumble going, 
New Dealers are preening themselves, 
following adjournment of Congress, 
over happenings in Washington. It 
has taken on the gala air of the sum- 
mer of 1933—a return engagement of 
most all of the alphabetical agencies, 
Supreme Court or no Supreme Court. 
There’s the AAA, the WPA, PWA, 
RFC, NEG, FHA—all geared to top 
speed. The missing link, and not so 
completely missing at that, would be 
to adopt the recent proposal of 
Jerome Frank, one of the original 
Brain Trusters and now an SEC com- 
missioner. His book “Save America 
First” recommends a revitalized NRA 
to provide for inter-industry coordi- 
nation and production schedules to 
benefit everyone. There’s more talk 
in the air of little NRAs for more in- 
dustries. Critics are hammering away 
on the point that once started, Gov- 
ernment bureaus never die. 


RRIGIDITY of prices is the big target 
the Administration is shooting at in 
its so-called anti-monopoly drive. To 
this end the economic unit of the De- 
partment of Justice is making exten- 
sive studies of prices in basic indus- 
tries, such as steel, cement, lumber 
and rubber. This does not mean that 
the drive is against the big fellows 
only. On the contrary, much of the 
criticism of some of them is not 
against their prices but against their 
“price leadership.” Smaller units 
adopt like prices. The result is “rigid- 
ity of prices.” Prices, Administration 
spokesmen insist, must be flexible. 
Trade associations also are under 
attack because some of them are al- 
leged to be the source of agreement 





JUN 


on prices. In the case of big busi- 
ness, the remedy proposed—but hardly 
likely to be administered—is decen- 
tralization with little NRA’s set up to 
control various industries. In the case 
of trade associations, the remedy is 
a Bureau of Industrial Economics, 
which would supervise association ac- 
tivities. The basing point system also 
would be broken up because it is 
charged with responsibility for iden- 
tical prices. 





BR EPRESENTATIVE Patman’s rou- 
tine during the past session was utterly 
devoid of “Patman magic”—a term 
used by his critics in describing his 
record for putting bills across which 
few thought had any chance of pass- 
ing. The Robinson-Patman and Mil- 
ler-Tydings measures are outstanding 
examples. The Texan stalked over to 
see the President at least three times 
during the session, inserted innumer- 
able speeches in the Congressional 
Record assailing chains for having “a 
million dollar slush fund” to fight his 
anti-chain store bill, but allowed most 
of his time to be monopolized by his 
Federal Reserve Board banking bill. 


STAUNCH advocates of more Fed- 


eral protection for independent mer- 
chants are gorging” thetic ves on the 
happy prospects of making capital 
out of the President’s anti-monopoly 
study. Corporation licensing legisla- 
tion will play a conspicuous part next 
session on the strength of the probe. 
Chances for a breakdown of large 
units is remote. Not because the Gov- 
ernment doesn’t prefer it that way but 
rather because it will take a page out 
of its NRA experience that control 
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A iphabetical Agencies Play Return 
Engagement as Congress Adjourns— 
Administration to Attack Price Rigidity 
in Anti-Monopoly Drive—Leaders Los- 
ing Faith in Spending Program, and 
Talk is Heard Again of Loans to Small 


Business 


over the large corporations is sim- 
pler, more satisfactory, than over 
countless small units. 





A SHOWDOWN on the Administra- 
tion’s attitude on the Tydings-Miller 
resale price maintenance law and 
what it intends to do about it, if 
anything, is due after the anti-monop- 
oly study gets under way. The key 
to arguments to be posed by price 
maintenance advocates is seen in Rep- 
resentative Palmisano’s report on a 
fair trade law which he pushed for 
the District of Columbia: “The pres- 
ent bill is in no sense a general price- 
fixing act. It merely authorizes a 
manufacturer or producer to enter 
into contracts for maintenance of his 
price, but the act does not compel him 
to do so. In other words, the act is 
merely permissive. In effect, the bill 
is intended to increase competition 
and to prevent monopoly.” His fore- 
cast was that the President would not 
veto the bill. 


PLANNED or unplanned, the FTC 
report on alleged monopolistic prac- 
tices in the farm implement and 
machinery industry synchronized per- 
fectly with an Agriculture Department 
announcement that farm prices in May 
declined to the lowest level in four 
years. The Commission bore down 
heaviest on full-line forcing, exclusive 
dealing coercion and price leadership. 
The latter is the target of Department 
of Justice and FTC guns to be leveled 
at industries fostering “sticky” prices. 
The Administration’s complaint is that 
these industries hold prices up in 
other lines which normally are more 
competitive. 
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Scuffless “PYRAHEEL” plastic heel covering still looks 
trim and new long after shoes start to show the result of 
hard wear. Its smooth, hard surface resists kicks and 
scuffs. Unsightly checks and cracks won’t mar its sleek 
beauty. This durable material is the best assurance you 
can give customers that the heels will look smart until the 


shoes are discarded. 
. . d fi : 

Many leading manufacturers and retailers use Scuffless Plastic he toto with Scuge,. 
heels to help make sales easier. It offers an additional sell- b. i = ee 
. . . . . K 4 j D, a s 
ing point that customers quickly appreciate. It will pay ae . 
you to specify Scuffless “PYRAHEEL” on your next order. 


Write for samples and complete information. 












START THE VACATION SEASON 
OFF ON A SMART FOOTING 
‘ 
























A striking play shoe ad by Hahn 


of Washington, D. C. Photo 
montage of outdoor scenes was 
used for atmosphere. 





PLAY shoes, sports types and Sum- 
mer specialties in the field of outdoor 
footwear furnish the most promising 
opportunity to develop extra business 
at this season of the year, if one may 
judge by the prevailing style and 
character of current shoe advertising. 
Shoe stores and department stores in 
practically every section of the coun- 
try are featuring play shoes. We re- 
produce a few particularly striking 
examples. The illustrations by no 
means do justice to the ads them- 
selves, as the details of typography 
and pictorial treatment are lost in 
reproduction. But they give an idea 
of the general layout and style of ads 
that are appearing in newspapers of 
many cities and doubtless will appear 
with greater frequency as Summer 
advances. 

Recognizing that the vacation pe- 
riod offers a tremendous promotional 
opportunity, Hahn of Washington, 
D. C., devotes a large space ad to 
vacation footwear, under the timely 
headline “Let’s Play.” The illustration 
at the top of the ad was a photo- 
graphic montage, showing various 
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Promote Play Shoes 


For Summer Profits 


H ow Shoe Stores Are Making the Most of Vacation 


Season to Build Extra Sales on Summer Novelties 


and the Casual Types of Footwear That Will Be 


So Much in Demand During the Next Sixty Days. 


sports and outdoor activities. “Start 
the Vacation Season Off on a Smart 
Footing,” the subcaption read, and the 
advertisement illustrated a large col- 
lection of sports types, sandals and 
Summer specialties in whites and 
colors. 

Hofheimer’s of Norfolk, Virginia, 
launched their Summer Sandal Bar 
with the attractive advertisement 
headed “Just for Fun,” likewise illus- 
trating a !arge assortment of warm 
weather footwear. “Tomorrow,” said 
the advertisement, “Hofheimer’s is 
launching its Sandal Bar . . . rigged 
up as an ocean liner and filled to the 
gunwales with a cargo of exciting 
play shoes from the four corners of 


the globe . . . play shoes worthy of 
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Hofheimer’s of Norfolk used this 
interesting outdoor footwear ad 
to announce the opening of the'r 














A simple but effective layout for 
a play shoe advertisement by 
Roos Bros., San Francisco. 


the enthusiasm of the most avid sun- 


worshippers . . . play shoes with color 
from Mexico . . . sophistication from 
France . . . gaiety from Hungary .. . 
vitality from California . . . suave- 
ness from the East! You'll see them 
just as they came to us from far 
places . . . the play shoes you'll want 
for your initial sally on the beach.” 

Out in San Francisco Roos Bros. 
featured play shoes in an attractive 
advertisement, and everywhere one 
finds shoe stores and department 
stores promoting recreational footwear 
in an effort to build Summer volume. 

Jelleff’s of Washington play up white 
Stratford shoes in “a brilliant collec- 
tion that includes new skeleton sandal 
types, open at toe and heel; but sur- 
prisingly comfortable because of th- 
specially constructed lasts that in- 
visibly support and hug the foot. 

[TURN TO PAGE 45, PLEASE | 
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what they earn, thus helping still 
others. Yes! the dollars you invest 
today in good shoes at these low 
sale prices will keep on moving 
right along the line, helping every- 
body as they go. 
Let’s put Idle Men to Work Again! 
In your ads give good merchandise 
descriptions. Do not confine your copy 
to mere statements of former and sale 
prices. This copy, from an Arnold 
Constable ad is typical of the complete 
yet concise “story” that department 
stores use: 


2900 Pairs of Famous Make 
SHOE SUCCESSES 
$4.85 (regularly to $10.95) 
$6.85 (regularly to $22.95) 


Our Exclusive Hand-sewn ROGO- 
NETTIS * WALK-OVERS de- 
signed exclusively for us * Our 
famous STEWART LASTS * 
Style-Plus-Comfort PED-A- 
RESTS * and our famous HEN- 
LEYS ... and hundreds of other 
quality shoes in the season’s smart- 
est dress-up and sport styles. 
THESE FINE SHOE LEATH- 





Spruce Up at Sale Time 


[CONTINUED FROM PAGE 15] 


ERS—Summer Suedes, Alligators, 
Lizards, Watersnakes, Gabardines, 
Patents, Kids and Calfs. In smart 
accessory shades including the new 
Toast. ALSO, a group of 450 pair 
of White Shoes at $4.85. Take ad- 
vantage of these slashed prices 
and stock up for Summer! 

If space permits, you can describe 
your various price lines, in separate 
groupings, making it still more inter- 
esting for the customer. Another angle 
of interest is used in a Rogers Peet 
Announcement: 

Rogers Peet Acquaintance Sale 
What better way to introduce the 
modern Rogers Peet to hundreds 
of new customers than by closing 
out “broken lots”—the result of an 
active season’s selling—at a bar- 
gain price! All from our regular 
stock. All tailored in our own 
work-rooms. 

Red arrow cut-outs with appropriate 
wordings such as “Red Arrows point 
the way to shoe savings at Store 
Name” can be distributed about town. 
Or you can make a mystery teaser 
stunt out of them by having “See 
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Wednesday’s papers” printed on scores 
of cut-out arrows tacked up all over 
town. 

It is not difficult or expensive to do 
a real promotion job when you build 
it, around a simple practical idea like 
the red arrow—and you'll probably 
need a real “stand out” sale this sea- 
son; there will be plenty of competition. 





From Now On, 


Sell Vacation Shoes 
[CONTINUED FROM PAGE 21] 


jockey, the creel, rackets and other 
sports paraphernalia, all of which sug- 
gest activities of the outdoor season. 
The Tailored Woman uses simply a 
grass floor covering and a fence of 
bamboo to suggest a paddock, while the 
awning in the Macy window provides 
the touch of color which at the same 
time suggests Summer. 

Advertising also should carry the 
suggestion of Summer and outdoor 
activities, and in that way help to sell 
customers the idea that they need Sum- 
mer shoes. For whether it’s a sale ad 
or simply a Summer promotion, the 
essential thing is to create a desire for 
the merchandise, and picturing the use 
of the shoe is the best way to accom- 
plish that objective. 





Salesmen of Peters Shoe Co. Form Million Dollar Club 





At their recent sales conference in St. Louis, these 77 salesmen of the Peters Shoe Co. were presented with gold 
emblems, signifying their membership in Peters newly-organized “Million Dollar Club.” Each man, during his asso- 
ciation with the company has sold at least a million dollars worth of shoes. 


St. Louis, Mo.—The Peters Shoe 
Company, Branch of International 
Shoe Company, held their sales con- 
vention in St. Louis recently. Approxi- 
mately 160 salesmen attended. The 
West Coast salesmen did not convene 
in St. Louis but held a regional meet- 
ing in San Francisco the 17th and 18th 
of June. 

The proceedings of this sales con- 
vention were somewhat different, in 





that it did not adhere strictly to con- 
ventional lines. The salesmen were 
made to feel that this was their conven- 
tion, and instead of being bombarded 
with oratory and telked to, their com- 
mon sense and good business judgment 
and reasoning were appealed to. 
General Manager E. J. Hopkins pre- 
sented 77 salesmen with a coat lepel 
emblem of solid gold, designating unit 
shipments of a million dollars or more 





in their respective territories. Some of 
these 77 salesmen were with Peters 
Shoe Company prior to December, 1911, 
the first day of the formation of the 
International Shoe Company, but only 
net shipment records from this date 
en were considered. 

J. L. Taylor, widely known as Jack 
Taylor, of southeast Missouri, was 
singulerly honored, with record ship- 
[TURN TO PAGE 44, PLEASE] 
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Snué Fitting Plenty of Sive’ 
Top Line over the instep 


6 The only shoe goring that gives the new, fastener-type shoes (1) a snug- 
fitting pie and (2) plenty of “give” over the instep is Reinforced-Edge 
SHUGOR. 

The SHUGOR TAYLOR has just developed a new goring especially designed 
for fastener-type shoes. The extra rubber in this Reinforced-Edge SHUGOR 
gives extra support and snug fit to the topline, while reduced tension in the 
weave in the center of the gore allows easy flexing or “give” where the shoe 
spreads over the instep, thereby eliminating fastener breakage at this point— 
an all-important requisite for this type of shoe. 

Reinforced-Edge SHUGOR for fastener-type shoes is available in plain or fancy 
weaves, also covered, in all popular widths. It is especially designed for proper, 
comfortable fit. Its exclusive, practical feature is patented. 


White for Lamples 


THOMAS TAYLOR & SONS INC. 
HUDSON MASS 
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Corn Belt Looks for Better Business 


John Drexel, treasurer of the company, 
and son of the founder. “We are sell- 
ing a lot of nice, high-grade merchan- 
dise, and our sales for the year are 
ahead of last year. 

“TI don’t see any reason why we can’t 
‘go to town’ this Fall. We’ve had a 
lot of good rains, and we have moisture 
down to sub-soil, something we’ve not 
had for years. I look for an outstand- 
ing Fall business.” 

Men’s shoes at Drexel’s range in 
price from $5.00 to $13.50, and outside 
of their sport types ladies’ shoes are 
from $6.00 to $11.00, with sports from 
$4.45 to $8.00. 

“It isn’t just selling them a shoe 
any more,” finds Lloyd E. Bank, buyer 
for the second floor ladies’ shoe salon 
of J. L. Brandeis & Sons, Omaha. “In 
order to do our selling job effectively, 
we dramatize everything in our store 
displays, and in our window displays, 
with models and accessories. 

“By getting every member of the 
sales staff keyed up and enthusiastic in 
their contacts with the public, the 
women entering the department are 
bound to become at least curious about 
the merchandise, where formerly some 
were but little interested. 

“In the bag, hosiery, glove and scarf 
departments of the store, we stress 
color combinations, showing what can 
be worn and the correct way to wear 
the colors. In all of these departments 
we include shoes with the displays, and 
by the time the customers reach the 
shoe salon they are fashion and color- 
conscious.” 

Shoes in the Brandeis ladies’ salon 
range from $6.50 to $18.75, and the 
average price is $13.75. 

Out of the West, the River Platte 
cuts southern and more fertile Ne- 
braska from the north, and headquar- 
ters of this South Platte area is Lin- 
coln, state capital, home of the Univer- 
sity of Nebraska and two other colleges 
as well as various federal and state 
institutions, and home of 32 insurance 
companies whose offices employ from 
30 to 300 each. 

Lincoln was made the test city for 
the “Sales Mean Jobs” crusade, con- 
ceived by Nash-Kelvinator Corporation, 
Detroit, the idea being, as President 
George W. Mason of the corporation, 
says, 

“We believe further that there are 
plenty of people left with the ability 
and the willingness to buy if the sales- 
man presents his product so as to 
awaken a desire for ownership strong- 
er than the fears that have kept people 
from satisfying their normal needs.” 

Following the success of the test 
crusade in Lincoln in May, involving 
only the theory of. harder work by 
salesmen, resulting in greatly in- 
creased retail sales in Lincoln, Nash- 
Kelvinator Corporation is seeking to 


[CONTINUED FROM PAGE 17] 


help 89 other cities put on sales cru- 
sades in June. 

Lincoln is outstanding as a shoe 
city, and the sale of better shoes pro- 
rata of population is probably as large 
as in any other city of 100,000. With 
no slum districts and few factories, 
its school and state payrolls induce a 
steady flow of the better grade trade. 

Elmer E. Magee, secretary and mer- 
chandise manager of Magee’s, Inc., 
fashionable men’s clothing and ladies’ 
ready-to-wear shop in Lincoln, said 
that he had anticipated a 10 per cent 
drop in business during the Spring 
season, but that sales were far in ex- 
cess of what he had expected, that the 
drop did not materialize, and the Fall 
outlook is for a general improvement. 

“With a 20 per cent gain in the 
sales of ladies’ shoes over last year, 
our shoe department is showing a nice 
improvement,” Mr. Magee reports. “We 
have followed a more aggressive policy 
in merchandising women’s shoes 
through the use of more newspaper 
and more window space. At the pres- 
ent time we are organizing a direct 
mail campaign, preparing a mailing 
list, and getting ready for a lot of 
direct mail advertising. 

“We are installing a punch system 
of card filing, enabling us to sort out 
in a few minutes, automatically, the 
names of customers, by types of shoes 
purchased, prices paid, or dates of 
purchase. Within a few minutes we 
can get the cards on those who have 
not purchased since a certain date, or 
those who have bought $12.00 or $15.00 
shoes, for example, and we can cir- 
cularize a single group.” 

Magee sells men’s shoes $6.50 to 
$12.50, ladies’ $6.95 to $15.00. 

C. C. Hainline, who has been buyer 
of men’s and ladies’ shoes for Miller 
and Paine, Lincoln department store, 
since 1924, says that the extra pairage 
of women’s shoes this year, has been 
sold by playing colors early, and by em- 
phasizing them right up to the white 
season. 

“Our business this year is 6 per 
cent ahead of last year,” finds Mr. 
Hainline, “and indications are that the 
year as a whole will be ahead of 1937. 

“There will be more money in cir- 
culation in Lincoln next Fall, with 
the improvement in crops, and the 
store that shows more merchandise 
will get the business.” 

Miller and Paine sell men’s shoes 
from $6.00 to $13.00, with most of the 
sales around $8.00. Ladies’ shoes are 
priced from $6.00 to $12.50, misses’ 
(12% to 8) from $4.00 to $6.00, and 
growing girls’ from $4.00 to $6.50. 
Children’s shoes in sizes 2 to 5 sell 
at $2.00 to $2.50, sizes 5% to 8 from 
$3.00 to $3.50, and sizes 8% to 12 
from $3.50 to $5.00. 

B. C. Happy, buyer and manager of 
the men’s and ladies’ shoe departments 


at Rudge & Guenzel Co., Lincoln de- 
partment stores, says, 

“Lincoln is the best shoe town in 
Nebraska, and there are more good 
shoes selling from $6.50 up per capita 
in Lincoln than in any other city in 
the state. 

“T think people are beginning to ap- 
preciate quality more than they have 
in the last few years. We find a 
growing demand for better grades of 
shoes. I personally feel that conditions 
in Nebraska are more promising than 
they have been for several years. 

“When we first ordered our Summer 
stock, we thought that the lower prices 
on whites would predominate, but we 
underestimated the demand for whites 
selling at $8.50, and had to go in and 
order them after the white season 
started.” 

In the men’s department of Rudge 
& Gunzel Co., with which Mr. Happy 
has been associated 19 years, shoes 
sell at $3.30, $5.00 and $7.50, and 
ladies’ shoes sell at $5.00, $6.75 and 
$8.50. 

Charles B. Simon, vice-president, 
Ben Simon & Sons, Lincoln men’s 
clothing and ladies’ ready-to-wear 
store, which sells men’s shoes from 
$5.00 to $10.85, and ladies’ shoes from 
$2.85 to $8.85, confidently says, 

“Prospects are very good for the 
Fall. We feel very optimistic about 
the future. Our shoe business has been 
running from 5 per cent to 8 per cent 
ahead of last year.” 

Third largest city in Nebraska, 
Grand Island, serves the western 
reaches of the state, and only a few 
miles away is the only primary “moni- 
toring” station in the United States, 
which is Uncle Sam’s principal listen- 
ing station for radio programs all 
over the world. 

A veteran of the shoe industry is 
H. M. Steidley, buyer and department 
manager for S. N. Wolbach Sons, 
Grand Island department store, who 
declares, 

“I think in a future way we are 
sitting on top of the world. The pros- 
pects are the best they have been for 
many years.” 

Wolbach sells men’s shoes at $3.95, 
$5.00 and $11.00, and ladies’ shoes at 
$3.95 to $10.50. 

H. H. Hohnstein and S. S. Scott, 
both from Lincoln, opened the H. & S. 
Shoe Store at Grand Island, April 1, 
1937, and report that in the Spring of 
1988 they ran 10 per cent over last 
year. Their men’s shoes are priced 
from $2.98 to $8.00, and ladies’ from 
$2.98 to $6.85. 

“Prospects are wonderful for Fall,” 
is the opinion of Mrs. W. H. Olp, 
owner of the Kernan Shoe Co.. Grand 
Island, where men’s shoes sell from 
$3.95 to $10.00, and ladies’ from $3.95 
to $9.00. 








BOOT ann SHOE RECORDER, June 25, 1938 





New Castle, No. 40 


Glazed kid in Muscatel Brown 
will be worn with new blonde 
furs and used for the most 
dramatic fall afternoon shoes. 


McNeely, No. 41 


Glazed kid of fine texture and 
exquisite sheen for the bul- 
wark of every fall shoe stock, 
the basic daytime pattern. 


Standard, No. 91 


Glazed kid in Muscatel is 
adapted to all grades of 
shoes, and it has importance 
as an all-purpose color. 


Vode Doeskin, No. 940 


Allover suedes for the first run, 
half and half suede and kid 
combinations looming impor- 
tantly for the second season. 


Introducing a Mellow Pickup for Autumn 


Costumes ... Muscatel in Kidskin 


BANK on brown for an important percentage of autumn shoe 
volume ... bid now on Muscatel for first honors. It is a warm, 
vibrant shade, with undertones of blue and red. It is this season's 
most adaptable color, for it reflects the best values of wine, plum, 
green, black and neutrals. Promote it early and confidently. Allied 
Kid Company believes that this color will have an enduring future, 


and have developed it in four versions for fall. 


ALLIED KID COMPANY 


207 SOUTH ST., BOSTON HUNTINDO ONS: AUER PAIRIHEL STS. 100 GOLD ST., NEW YORK 


PHILADELPHIA, PA. 














. and made an enemy 
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TuatT was the occasion for one sole to give up the ghost and 


let the shoe — and the lady — down. One shoe good — one shoe (4 


bad — because the “look-alike” soles really weren’t alike inside. >< 


No wonder her shoe store caught it the next day. 


Soles Matched for Fibre Structure 
are Matched in Serviceability 


Soles must be alike from the inside out to give equal 
service. That’s why England-Walton has trained its 
sorters to be able to tell at a glance what the internal 
fibre arrangement is like — and match fibre structure 
with fibre structure. 

The photo-elastic pictures of plastic models explain 
why this is important. The pair of soles on the right 
have the same general surface characteristics — but see 
what happens when polarized light passed through from 
edge to edge shows a difference in the stress lines caused 
by flexing. Those soles are not equally fiexible, won’t 


give equal support, or equal wear. The pair at the left 
— matched by expert fibre-sorting — show similar strain 
lines. : 

Perhaps the photo-elastic camera could do a better 
fibre-sorting job than our men, but we sometimes think 
that their experience has given them “x-ray” eyes. At any 
rate, they have given England-Walton a solid reputation 
for matching soles for equal service ability. 

That’s why so many shoe manufacturers protect the 
reputation of their shoes by insisting on England-Walton 
fibre-sorted soles. It’s a sales point for retailers, too. 


More pictures in a new booklet. Have us send you a copy. 


ENGLAND WALTON DIVISION A. C. Lawrence Learner Co. 


Boston New York Philadelphia Chicago St.Louis Milwaukee San Francisco 


#2 ENGLAND WALTON féc ain 





CUT SOLES ann SOLE LEATHER * 


PURE OAK BARK TANNED 
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Shoe EUS 


THIS 


Saturday. June 25, 1938 


WEEK IN THE SHOE TRADE 


National News 





Iowa Travelers Hold Successful Showing 


Business Good at Shoe Fair of Iowa National Shoe Travelers 
Association—List of Exhibitors Nearly Double 
That of Last Year 


Des MOINES, IowA—Good order tak- 
ing and almost double the amount of 
shoe lines displayed over that of last 
year, made the Second Annual Mid- 
Summer Shoe Fair of the Iowa Na- 
tional Shoe Travelers Association a 
notable event. The Shoe Fair opened 
on Sunday, June 12, at Hotel Fort Des 
Moines and continued for three days. 

Meeting in conjunction with the Shoe 
Fair, Iowa shoe retailers voted to re- 
organize the former state shoe retail- 
ers association to function as a body 
on matters of taxation, legislative prob- 
lems and other matters that affect the 
retailer. H. A. Alexander, of the Field 
Shoe Co., Des Moines, president of the 
Des Moines Shoe Retailers Association, 
was appointed to select a board « f seven 
directors who will meet later to select 
officers and complete the reorgai:.ization. 
The Iowa retailers withdrew ‘vom the 
Northwestern Shoe Retailers Associa- 
tion in January and sinc: then have 
had no group of their own. 

“Almost a quarter million dollars 
worth of shoe business was written 
during the three day Fair, which equals 
the amount sold last year,” J. E. Wm. 
Prescott, secretary-treasurer of the 
Iowa National Shoe Travelers Axsoc‘a- 
tion, announced. “There were 105 na- 
tional lines exhibited and salesmen: re- 
ported that on Sunday, there were more 
dealers than they could comfortably 
handle. The second and third days 
slowed up to a nor:nal but steady busi- 


Outstanding in the style and color 
trends as evidenced at the showing wa; 
the sudden jury +) second place in 
selling of buryindy suedes. In the 
popular priced high-styled shoes as well 
as in the more exclusive lines, the plum 
shade which gave promise of ranking 
popularity had slipped to third or 
fourth place with black suede responsi- 
ble for 75 per cent of the sa!rs, bur- 
gundy next, and the warm hr: wa shades 
and plum sharing next hor.rs. 

High-patterned shoes were evidenced 
in every line and elastic goring was 
used in many ways over the instep, and 





DATES TO REMEMBER 


Monthly Shoe Buyers Days, Chicago 
Shoe Travelers Association, Hotel 
Morrison, Chicago, Ill. 

June 27, 28, 


Pennsylvania Shoe Travelers Associa- 
tion, Style Show and Convention, 
William Penn Hotel, Pittsburgh, Pa. 

July 10, 11, 12, 1938 

Charlotte Shoe Fair, Hotel Charlotte. 
Charlotte, N. C.....July 10, 11, 12, 1938 


Boot and Shoe Travelers Association 
of New York, Annual Summer Out- 
ing. Karatsony’s, Glenwood Landing, 
Pate Oca. Si caccckeebace July 14, 1938 


Buffalo Shoe Travelers Association, 
oe Show, Hotel Statler, Buffalo, 
a 3 July 31, August 1, 1938 
di ial Leather Opening, Tanners’ 
‘Council of America, and N.S.R.A. 
Style Conference for Spring, Wal- 
dorf-Astoria Hotel, New York 
September 12, 13, 1938 
20th Annual Convention, New York 
State Shoe Retailers’ Association, 
Hotel Onondaga, Syracuse, N. Y. 
September 18, 19, 20, 1938 
National Industrial Stores Association, 
12th Annual Convention, Hotel 
Netherland-Plaza, Cincinnati, Ohio 
September 19, 20, 21, 1938 


1938 





on the side. Although suedes were 
selling far better than any other ma- 
terial, there were also more calfskins 
in the picture than have been evident 
for some time. 

For the men, dealers found crepe- 
soled natural calf shoes at a high peak 
of popularity. In house slippers were 
seen many new novelties as the Chinese 
house-slipper, velvet toe-less models and 
the wedge heel styles. In the evening 
slippers for women, gold and silver, in 
its entirety, or as a trim, led the field 
with brocade making a good showing. 

Approximately 450 retailers from all 
parts of Iowa and neighboring states 
were in attendance. A banquet at the 
Hotel Fort Des Moines on Monday eve- 
ning was the only departure from the 
regular routine of business. 


Active Dealer Buying 
Reported by St. Louis Firms 


St. Louis, Mo.—During the week of 
June 6 to 11, nearly 1000 traveling shoe 
salesmen were in St. Louis studying 
the new Fall sample lines, and mer- 
chandising and advertising plans pre- 
paratory to the most aggressive drive 
for Fall business the shoe industry has 
witnessed in many a season. Repre- 
sentatives of Roberts, Johnson & Rand, 
Peters, Friedman-Shelby, Brown and 
Central, after a week of conferences, 
departed for their respective territories 
full of enthusiasm and with the de- 
termination to top their sales quotas. 

Shoe prices have been adjusted down- 
ward in keeping with the commodity 
markets and the new wage levels. In 
many instances, prices have been low- 
ered even more than the reductions in 
cost warrant. The objective for the 
present is sufficient volume to assure 
active factory production. The fact is, 
the desire to give the factory worker 
steady employment plays not a little 
part in the merchandising plans of the 
large shoe houses in St. Louis. 

Orders booked the first week the gen- 
eral line men were back on their terri- 
tories indicated a healthy merchant re- 
action to the new prices and new pat- 
terns. Although dealers are not buying 
in anticipation of higher prices as they 
were a few seasons back, at the same 
time they do not expect prices to go 
lower. 

Officials of..both International and 
Brown are definitely optimistic over 
the outlook for Fall shoe retailing. They 
point to a much improved inventory 
condition throughout the country and 
te a certain increase in employment at 
the close of Summer. 


Wisconsin Retailers Set 


Dates for Next Convention 


MILWAUKEE, WIs.— The Wisconsin 
Shoe Retailers’ Association has set June 
18, 19 and 20 as dates for its 1939 con- 
vention to again be held in Milwaukee. 
The Wisconsin Shoe Travelers’ Associa- 
tion will have charge of display rooms 
as in past years. The dates were chosen 
so as to not conflict with those of the 
Iowa convention, which was held this 
year at the same time as the Wisconsin 
gathering. 




























Kangaroo is a leather for active feet, 
a man’s leather. It is 17% stronger, 
weight for weight, than any other 
leather. It is soft and pliable, wears 
well, is most difficult to scuff, and 
takes a high, brilliant polish. Shoes 
of Kangaroo are for retailers who 
want to sell what their customers want 
to buy. 

Each pair of Kangaroo shoes you sell 
gives you an immediate, one - time 
profit, and more than that. Each pair 
helps you build a prestige, gives you 
an investment in the future, an invest- 
ment in satisfied customers and repeat 
sales. Kangaroo is for forward look- 
ing retailers! 

With Kangaroo, you can build a new 
and unusual advertising campaign. 
For you can lead into “reason-why” 
copy with the attention-getting, arrest- 
ing story of the “strange animal from 
*way down under.” Kangaroo is for 
aggressive, merchandising minded re- 
tailers! 

To help you go into action, the Kan- 
garoo Association (9th & Westmore- 
land Sts., Philadelphia, Pa.) will help 
you with suggestions, free displays, 
and free mats of advertisements for 
newspaper or direct-mail use. Just 
write and ask for this material. Kan- 
garoo is for practical retailers! 

Last, but not least, genuine Kangaroo 
is tanned in this country. “Kangaroo 
horse,” “kangaroo sides,” and “kan- 
garoo calf” are not Kangaroo. Genu- 
ine Kangaroo is tanned by the Surpass 
Leather Co., Philadelphia, the Rich- 
ard Young Co., New York, and the 
Ziegel Eisman Co., Boston. 


KANGAROO 


TANNED 
ie 
AMERICA 








Retailing Exempt from Wage 
And Hour Act 


@NE hundred and twenty days from the time the 
President signs the Wage and Hour bill (S. 2475), a 
minimum wage of not less than 25 cents an hour and 
a work week of not more than 4 hours will be in 
effect throughout the country, with few exceptions, for 
every employee of an employer who is engaged in 
commerce or in the production of goods for commerce. 
The new law will be known as the “Fair Labor Stand- 
ards Act of 1938.” It is being hailed by its supporters 
as marking a social and economic advance equal to 
that of the Social Security Act. 

The Act, as passed by both House and Senate, con- 
tains a double-barreled exemption for retailers in the 
form of the retail amendment, adopted by the con- 
ferees, plus the original exemption for employees 
engaged in a local retailing capacity. These exemptions 
are based on the fact that so long as retailing is local 
or so long as the greater part of a retailer’s sales are 
not across state lines, the federal government has no 
jurisdiction. “Commerce,” as defined in the Act, means 
interstate commerce. 

The enactment of the bill marks the end of a stormy 
history of more than a year in Congress. The bill 
finally enacted was identical with the one finally agreed 
upon by the House and Senate conferees June 12. It 
is greatly modified from the original Black-Connery 
bill and differs widely from the version passed by the 
Senate last year and the one reported by the House 
Labor Committee. Even though retailers themselves 
are not included, they will be interested in the law’s 
effect on their suppliers and the purchasing power 
of their customers. 


The Retailer Exemptions 


The exemption of retailing employees is contained 
in two separate provisions in Section 13, the exemp- 
tions section. The first states that the minimum wage 
and maximum hour provisions shall not apply to any 
employee employed in a “local retailing capacity.” 
The section states that the minimum wage and maxi- 
mum hour provisions shall not apply to “any employee 
engaged in any retail or service establishment the 
greater part of whose selling or servicing is in intra- 
state commerce.” 

The local retailing capacity exemption is the one 
originally contained in the bill passed by the Senate 
and the one last reported by the House Labor Com- 
mittee. This exemption was written into the bill for 
constitutional reasons. Its intent was to exempt all 
employees of a local retailer, but it suffered from the 
indefiniteness of its meaning. If not clarified, it might 
have resulted in the work of some employees of a store 
being considered “local” and that of others interstate 
in character. In that event, both the retailers and the 


government would have been entangled in administra- 


tive confusion and endless litigation. For this reason, a 
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clarifying amendment was proposed to the members of 
the American Retail Federation and unanimously 
agreed to by them. The purpose of this amendment 
was to insure that all employees of a genuinely local 
or intrastate retailer be exempt from the bill, the test 
being whether the greater part of the retailer’s sales 
were within state lines. 

This amendment appeared later, in substance, as the 
Celler amendment to section 6 of the bill. In the final 
days of the conference it was shifted to the Exemptions 
section. Its adoption was not assured until the last 
minute. At one time it appeared that the amendment 
might be changed so that instead of basing the ex- 
emption on the greater part of the selling in intrastate 
commerce, the greater part of the purchasing would 
have been made the criterion. If this proposal had 
been adopted, the bill would have included, rather than 
exempted, practically every retailer in the country. The 
final form bases the exemption on selling, as it should, 
and also contains an exemption for’ employees of 
servicing establishments where the greater part of the 
servicing is in intrastate commerce. 

Throughout, the exemption of retailers has been 
predicated on the fact that the federal government, by 
virtue of the so-called commerce clause of the consti- 
tution, has no jurisdiction over retailers selling to 
customers in intrastate commerce. As the exemption 
reads now, it means that if the greater part of the 
retailer's sales is to customers within the state in which 
the store is located, that store is exempted from the 
minimum wage and maximum hour provisions of the 
Act even though some sales may be made to customers 
in other states. The report of the Senate Committee 
last year, made by Senator Black, expressed this same 
intent. Other proponents of the bill, remembering the 

The control over the minimum wages and maximum 
hours of intrastate retailers, therefore, clearly remains 
with the states. Twenty-four states and the District of 
Columbia now have minimum wage laws for women 
and minors, except Oklahoma’s which also applies to 
men. Of these states, 13 have established minimum 
wage rates for retail employees. 

[TURN TO PAGE 43, PLEASE] 


The Editor’s Outlook 


- [CONTINUED FROM PAGE 22] 


“I need that bright-faced young man in my busi- 
ness. Will someone get his name and address so 
that he can come to see me in the morning.” 

There you have it! Exceptional individuality will 
eut! There is a place for the competent! There are 
jobs open even in the depths of a second depression! 
There is always a place for a young man or a young 
woman who stands out from the crowd. Let me ride 
my hobby-line: “I never knew a time when it was easy 
to get a man a job and I never knew a time when it 
was impossible to get the right man a job!” 
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yee says college trainer 


Now there's no denying the importance of track 
men to their alma mater. These speedy boys 
have got to be air-conditioned, stream-lined, 
tried, and trained. Especially trained. That's 
where Wright Arch Preserver Shoes come into 
the picture. 

States the trainer at a great mid-western univer- 
sity, “You can't get feet into condition overnight. 
They've got to be kept in the pink of condition." 
All of which explains why he and his boys are 
steady Wright Arch Preserver customers of Van 
Boven, Inc., Ann Arbor, Michigan. 

Today men are on their toes to foot comfort. 
They want style in the shoes they buy, of course. 
And workmanship must be of the best. But most 
of all, they insist upon foot-ease . . . the step by 
step walking comfort that only the natural sup- 
port and four foot health features of Wright Arch 
Preserver Shoes can give. 

There's a moral to this true story. A moral that 
means more money in extra business. Dash off a 
few lines on your letterhead today and we'll 
relay along all the good news on our franchise. 
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LITHOX 


AND 
CORD 
A new 


sole and heel material. 
No SPREAD, No CURL, No BULGE. 
THE LITHOX CORP. 


WAPAKONETA, OHIO, U. S. A. 
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J. O. Moore New Hamilton- 
Brown General Manager 


St. Louis, Mo.—J. O. Moore has re- 
cently been appointed general manager 
of the Hamilton-Brown Shoe Company 
of this city. 






J. O. MOORE 


Mr. Moore was for 15 years man- 
ager of the Store Plan Division of the 
Brown Shoe Company, this city, and 
he brings to Hamilton-Brown a thor- 
ough knowledge of the shoe merchant’s 
problems as well as a keen managerial 


ability. 
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STOCK NO. 561 





PARENTS 
PREFER 
RETAILERS PROFIT 


The < te satisfaction given 
during foot development 
stages by Ideal Baby Shoes 
guarantees a strong pref- 
erence by parents for shoes 
bearing Mrs. Day's name. 
Retailers operating suc- 
cessful juvenile depart- 
ments promote Mrs. 
Day's tdeal Flexible 
Hard Sole Shoes and 
get the patronage 
of this preferred 
qroup. 


MRS. DAY'S 


IDEAL BABY 


SHOE CO. 
RANVERS, MASS. 


























































FLEXIBLE £2122 











The Outstanding Re- 

placement for Leather 
as &@ Quarter Lining 

RES PR RO ING. 


Cranston, Rhede Island, U. 8. A. 

















Shoe Man Enters Politics 


St. Louis, Mo.—F. M. (Pat) Henry, 
formerly secretary of the St. Louis 
Shoe Manufacturers Association and 
also former secretary of Johansen 
Brothers Shoe Company, is a candi- 
date for Judge of the County Court, 
First District of St. Louis County. 
Primaries will be held Aug. 1. Mr. 
Henry more recently has been manager 
of the Missouri State Employment Ser- 
vice at Clayton, Mo., and during the 
past few weeks, has served on the 
Arbitration Committee in connection 
with. wage adjustments in St. Louis 
shoe factories operating with A. F. of L. 
labor. 





Relaxer, Are You? 








When Gimbel Brothers, New York, put on an extensive promotion for Father's 
Day, devoting a series of window displays to various kinds of merchandise appro- 
priate as gifts for men, Jerry Gordon, who buys men’s shoes and hats for the 
store, lined up an attractive array of L. B. Evans and Daniel Green slippers for 
the interesting display pictured above. This display, and the other windows in 
the series, attracted a lot of attention, partly due to the clever use of the phrase 
“So’s Your Old Man,” which appeared in every window with some amusing refer- 
ences to the particular type of merchandise on display. 

Mr. Gordon is sold on the idea that slippers should be promoted every season 
in the year, and so he never misses an opportunity to put over an attractive ad 

or window display, thereby chalking up a lot of extra sales and profits. 
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REG. U.S. PAT. OFF. 


Sueded FLEX-GORE is made to fit your most exact- 
ing requirements — and like all other standard 


qualities of FLEX-GORE, every inch provides 
Style, Comfort, and Extra Service Life. Samples 


on request. 


The Elastic Thread 
with the 
EXTRA Service Life 








- MOORE FABRIC COMPANY, Pawtucket. Rhode Island - 
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Merchants Cooperate for 
Buying Days 

BURLINGTON, WIs.—Three local shoe 
dealers—Christien Shoe Store, Ver- 
ick’s Shoe Store and B. & K. Shoe 
Store—are cooperating with other lo- 
cal merchants, the American Legion 
and the Knights of Columbus July 
Jamboree in sponsoring a 60-day “Buy 
Better in Burlington” campaign. Par- 
ticipating merchants display identify- 
ing cards in their windows and give 
profit sharing coupons with each pur- 
chase. In addition to newspaper ad- 
vertising and fliers, the campaign is 
aired every morning from 9.30 to 10 
a.m. over WRJN with radio commer- 
cials for participating merchants. 


Winsberg Joins Rohn 
Sales Staff 


MILWAUKEE, Wis.—Herman W. 
Winsberg has joined the sales staff of 
the Rohn Shoe Manufacturing Com- 
pany of this city, and will cover the 
States of Louisiana and Texas, making 
his headquarters in New Orleans at 
4320 Magazine Street. 

Mr. Winsberg has had many years’ 
experience on the road, having formerly 
represented the Irving Drew Company 
of Portsmouth, Ohio, and the Albert H. 
Weinbrenner Shoe Company of Mil- 
waukee. 


New Officers of Ohio Shoe Retailers Assn. 


Cincinnati, Ohio—Officers and directors reelected by the Ohio Shoe Retailers 
Association at their convention in connection with the Midwest Shoe Fair at the 
Netherland Plaza are shown in the accompanying picture. They are, left to right: 
Seated, Joseph M. Ryan, Columbus; George Dohrman, Cincinnati; F. W. Abbott, 
Newark, vice-president; Edward C. Horn, Cincinnati, president; John Schwarz, 
Cincinnati, honorary president; C. E. Dittmer, Columbus, secretary; George 
Bunn, Salem, treasurer; standing, Ben Kessen, Cincinnati; Kenneth Crawford, 
Lima; R. H. Kertscher, Ravenna; W. E. Newbold, Cincinnati; Ralph Raylor, 
Columbus; Charles Taggart, Portsmouth; Cleve C. Hall, Youngstown; Frank J. 
Weber, Cincinnati; Willard Kyle, Middletown; and Clarence Faflik, Cleveland. 
Other directors are Phil Fleischer, Canton; Louis Ostrov, Akron; Harold Roberts, 

Cleveland, and L, A. Miller, Dayton. 
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i ee Charlotte Shoe Fair : 
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SALES? 




















































CHARLOTTE, N. C.—Louis Bruno, 
T 0 manager of Pollock’s Cinderella Shop 

in Charlotte, is one of the group of 
men who have been working diligently 
a Ul Y toward the success of the coming 
Charlotte Shoe Fair to be held in this 
city July 10, 11 and 12. 
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Children's Shoes 
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HAND LASTED 


Stock the 
BASS QUAIL HUNTER 


Here’s a great boot for year- 
round hunting and tramping 
comfort. The Bass Quail Hun- 
ter is a genuine moccasin boot 





a ee a eee ee 
























































CHILDREN’S SHOES of top quality materials with 
PEDICRAFT sieininogte eee J gona fomoue Bass workmanship 
Philadelphia a throughout. It has a water- 
tight seam of great durability. 
a ee i Make the Bass Quail Hunter ] 
' your first sale to a new cus- ‘ 
Nurses Shoes tomer, another sale to an old 
rmsomsome one. It will help you keep r 
EO Le ek eee | them both. Sell the rest of the § 
Bass line, too! Footwear for ; 
i ini every outdoor purpose. 
Flexible, Shape Retaining If you've mislaid your cata- ; 
NURSES’ OXFORDS log and price list, write us to- i: 
Ms Secs" se co 
do G. H. BASS & m b 
SUPER PLIABLE LOUIS BRUNO 312 Main St. b 
Process Wilton, Me. 
IN-STOCK Mr. Bruno is chairman of the style ——— n 
show which will take place the evening h 
mo. one * of July 11, the second day of the a 
Bleck Kid | show. Plans are under way to make \45 has taken over the entire State of ti 
$1.65 net this event an outstanding style show- California for the line and who will w 
White Kid OWENS SHOE Co. or ig perdi Tins gg 3 yon operate out of Los a — ir 
A-D, 2% to 9 ' ” quarters being at the Hotel Haywar 
oan | ae Saree he Sane | develle of the South.” in that city. ie recently attended the th 
shoe show at Oakland where he showed Dp 
the line for the first time on the Coast. be 
Boston Shoe Club Holds Charles Havranck Joins All of the salesmen of the house are ti 
Final Meeti f now out on their territories with the as 
inal Meeting of Season Swan Shoe Co. new Fall samples which it is stated of 
Boston, Mass.—The Boston Shoe BALTIMORE, Mp.—The Swan Shoe Co. offer some of the most attractive styles 
Club, whose members include buyers manufacturers of novelty shoes and in men’s and women’s slippers, both in 
and managers of shoe departments as slippers of this city, announce the ap- hard and padded soles types that has bu 
g well as independent shoe retailers of this pointment to their selling staff of thus far been produced by them. Offi- - 
ih city, held its last monthly dinner meet- Charles Havranck, who is now their Cials of the company state that so far he 
q ing of the season, June 16, at the Hotel representative in metropolitan New the reception of the line has been very ”" 
a Touraine with more than 75 per cent York and New England. Mr. Havranck, Satisfactory to them. — 
t ~¥ the total membership in attendance. who first displayed the new Swan line 
+ e guest speaker, Francis B. Master- at the Shoe Fair in Boston, is now lo- * ® 
i son, president of the National Shoe cated in the New York office of the Maurice J. Mellion wy 
Wholesalers Association and head, also, Swan Shoe Co., 705 Marbridge Build- PAWTUCKET, R. I.—Maurice J. Mel- 
of the Boston Boot and Shoe Club, ing. He is an experienced shoe man lion, for 21 years engaged in shoe re- 
urged the members to cooperate in the and has a wide acquaintance in the shoe tailing, died June 12 at his home in 
education of their salesmen, to train field, being connected with Griffin & Providence, following a four-weeks’ 
them to know feet and fit shoes prop- White in Brooklyn for over 20 years illness. 
erly, to watch the trend toward the cor- and more lately with M. Wolf & Sons, Dr. Mellion’s shoe retailing business 
rect shoe, to study the problem of the also of Brooklyn. “Charlie,” as he is was conducted in this city in conjunc- 
proper relationship between manage- popularly known to his many friends in tion with his chiropody activities. At 
ment and employee and to spend more the shoe trade, especially around the the time of his death he was president 
time watching their customers and less New York area, is secretary of the of the Rhode Island Society of Chirop- 
time watching their competitors. Boot and Shoe Travelers Association odists and a member of the State 
It was voted to hold an outing at of New York, for which group he has Board of Chiropody. 
the Walk-Over Club in Brockton on worked diligently in building it up to Dr. Mellion was prominent in the 
Aug. 11, and a committee was appointed its present position in the shoe trade American Legion and in the Jewish 
to work out a program of sports and in this city. War Veterans of Providence. During 
other entertainment during the after- Another appointment to the sales the World War he enlisted in the U. S. 
noon and evening. staff of the house is that of Al Rozier Navy and served 18 months. = 
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Branded Men’s Line Gave Big Push 
To This Business 


[CONTINUED FROM PAGE 26] 


to the student body at the University 
of Southern California. We did what 
we thought was a fairly good business 
in these shoes in the lower price level. 

“In common with most businesses, we 
have been gradually grading up for 
several years. When it came to grad- 
ing up the men’s shoes, we felt the 
people demanded a well-known make 
when they were paying the higher 
prices, so we added the Douglas line to 
retail at $4.50 and $5. Soon we found 
these shoes sold so readily that we add- 
ed the $5.50 and $6.50 grades and 
dropped the $5 price. This Spring a 
line of the $8 grades in this make was 
stocked. 

“Previous to stocking this named 
line -of men’s shoes, the volume price of 
our private brand of men’s shoes was 
$2.98 and $3.98. Within a year this 
price volume had shifted to where the 
$6.50 price sold the fastest. Trade had 
slackened off on the $2.98 grade quite a 
bit and somewhat on the $3.98 price. 
However, with the sales showing a pair 
increase of some 20 per cent since the 
stores started to feature this line of 
branded shoes, the dollar increase has 
been most satisfactory. 

“One other noticeable factor is the 
number of wives who accompany their 
husbands when the latter come to buy 
a pair of shoes. This increase in store 
traffic by the women who come along 
with the men is accelerating the sales 
in all departments. 

“It certainly appears among our 
trade that a man feels the buying of a 
pair of advertised shoes for $5.50 or 
better is a rather important transac- 
tion, so he takes the wife along. Where- 
as when he just came in to buy a pair 
of $2.98 shoes, he was mostly concerned 
in just obtaining the best foot cover- 
ing he could for his money. Repeat 
business since featuring this  well- 
known named line accounted for a 
healthy part of the men’s increased 
pairage. Men like to trade at the same 


place, so a store that treats them right 
stands a fine show of getting this steady 
business coming to them. This is espe- 
cially true in the case of those of us 
who carry well-known lines. 

“Here is an interesting side light. A 
man buying a pair of $6.50 advertised 
shoes offers practically no sales resis- 
tance as he is presold when he comes 
in the store. Boys on the floor spend far 
less time in satisfying a man buying a 
$6.50 branded shoe than they do in 
selling our private brand at less than 
half that price.” 

This twelve-month experimentation 
in men’s shoes has worked out so well 
that a line of named shoes in a good 
grade is to be worked into the women’s 
department for the next season. 

And there is a good logical reason 
for this as Albert Olcovitch explained: 
“People today want dependable names 
on what they buy. Even though we 
spent good money in advertising our 
private brand, ‘Trojan Shoes,’ men 
bought a nationally advertised make at 
twice the money without hesitation. 
That’s the angle that gave us confidence 
in buying the Douglas $8 line for 
Spring. 

“Just carrying a named line is not 
sufficient to make it a profitable ven- 
ture. In order to satisfy the normal 
needs of the largest number of people, 
a customer must be shown a reasonable 
selection of seasonable shoes to suit his 
price and size needs. Our merchandis- 
ing setup calls for our maintaining a 
warehouse here which supplies the ten 
Stoner stores with shoes as they need 
them. This acts as a sort of a cushion 
between the factories and the stores’ 
immediate requirements. 

“The warehouse is sized each week, 
while the stores are serviced daily if 
necessary. Sizes are carried in the 
Douglas line from 5 to 13 in all widths. 

“The merchandising theory here is 
built on the premise that when a man 
sits down in any Stoner store, he wants 


[43] 


to buy a pair of shoes and not listen to 
any excuses. It is the management’s 
job to see that this customer gets those 
shoes in a satisfying manner.” 


Retailing Exempt from 
Wage and Hour Act 


[CONTINUED FROM PA6E 39] 


The child labor provisions of the Act 
state that no producer, manufacturer 
cr dealer will be allowed to ship or 
deliver for shipment in interstate com- 
merce any goods produced in an estab- 
lishment in which, within 30 days of 
the shipment, any “oppressive child 
labor has been employed,” 

Oppressive child labor means the em- 
ployment of any person under 16 years 
of age, other than by a parent, or any 
employee between the ages of 16 and 
18 in any occupation which the chief 
of the Children’s Bureau in the Depart- 
ment of Labor finds is particularly 
hazardous and detrimental to their 
health or well-being. 

The applicability of these child labor 
provisions to retailers will probably 
depend on the circumstances in each 
case. The requirement that a dealer 
may not ship in interstate commerce 
any goods produced by child labor, will 
undoubtedly apply to goods that are 
shipped across state lines by retailers. 
Whether the restriction will apply to 
a retail store generally will depend on 
the interpretation by the Children’s 
Bureau of the term “produced.” “Pro- 
duced” is defined in the law as “pro- 
duced, manufactured, mined, handled, 
cr in any other manner worked on in 
any state.” If “handled” is interpreted 
to mean handling in the merchandising ° 
sense, then retailers could not employ 
any child labor in their stores. 


Resigns as Manager 


CoLumBus, OH10—Harry Shapiro has 
resigned as manager of the third-floor 
shoe salon at Madison’s, Inc., Colum- 
bus, and has returned to the Walter 
Shoe Co., that city. Emmett J. Bain 
has been named manager at Madison’s. 














Chain Store Efficiency 


records are made available 
to independent retailers in the 


Recorder’s Stock Record System 
(either in cards or book form) 


Samples on Request 


MERCHANT’S SERVICE DEPT. 
209 So. State St., Chicago, Il. 
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NEW SURFACE for 
CHILDREN SHOES 


ELK—CALF—SIDE LEATHERS 
JUST APPLY - LET DRY 


SOLD ONLY BY SHOE TRADE 


CAVALIER 


PLEASE SEND BOTTLE OF LEATHER RENEW FREE 


BALTIMORE 
MARYLAND 









































1 i al etl li eal ei el cll 


Men's Shoes 
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GREAT EASTERN SHOE CO. 
186 LINCOLN STREET 


BOSTON 











Dayton Shoe Retailers Meet 


DayTon, OH10—Closing of all retail 
shoe stores in this city at a set time, 
all-year-round, was brought before the 
Dayton Shoe Retailers Club for discus- 
sion during the meeting held June 15 
in the Miami Hotel. A committee com- 
posed of DeWitt Altenberg and Henry 
Hageman was named by Jack Schaeffer, 
vice-president, presiding in the absence 
of President M. H. Riggs. 

It was brought out that some shoe 
stores here remain open as late as 6 
o’clock, while others close at 5.30 p. m. 
It was believed that an agreement can 
be reached whereby all stores will close 
at 5.30 p. m., including chain stores. 
Mr. Altenberg and Mr. Hageman will 
submit a report of their canvass at the 
next club’ meeting. 

On the motion of Paul Crawford, de- 
cision was made to stage the annual 
picnic and outing in July, in place of 
the usual monthly meeting. James 
Gabler, club secretary, was named 
chairman of a committee to make ar- 
rangements. Date and place has not 
yet been set. 

Vice-president Schaeffer appointed 
Mr. Altenberg chairman of a nominat- 
ing committee to select candidates for 
election at the September meeting. 
H. D. Krotts and George T. Rooney, 
were named to the committee. 

Vice-president Schaeffer told the 





members that the meeting was virtual- 
ly an anniversary affair inasmuch as 
it was forty years ago that he “took 
Lew Miller from an elevator and gave 
him a job as a shoe salesman.” Mr. 
Miller, now a vice-president of Elder & 
Johnston Company, is chief shoe buyer 
for the firm. 

Mr. Miller in responding, referred to 
the Dayton club as enjoying the repu- 
tation as being “one of the best shoe 
organizations in Ohio and among the 
best in the United States.” He indi- 
cated that “there are many problems 
in the shoe business today confronting 
us which need solution,” and he urged 
closer cooperation on all sides. 

Sam Vaisey of the Juvenile Shoe Cor- 
poration, St. Louis, was a guest at the 
meeting. He told Dayton shoe men that 
he is looking for a stiffening of prices 
within the next few months, possibly in 
September. He believes prices will go 
no lower and that the smart buyer will 
not look for lower prices. If prices do 
go lower, it will mean poorer quality, 
he said. 

Henry Hageman, a member of the 
board of directors of the Dayton Retail 
Merchants Association, told the club 
members that, “there is a two million 
dollar shoe business in Dayton during 
1938 which will be divided among about 
13 retailers.” 

W. D. Gilbert of Dr. Locke’s Shoes 
in Dayton, was introduced as a new 
member. According to present plans, 
there will be no August meeting of the 
local club. 


Health Spot Stores Owned 
by Separate Corporations 


CuHIcaGo, ILL. — Explaining that the 
Musebeck Shoe Company does not own 
or operate any retail stores, George E. 
Musebeck, president of the company, 
writes BooT AND SHOE RECORDER as 
follows: 

“In a recent issue of the Boot AND 
SHOE RECORDER there appeared an item 
to the effect that the Musebeck Shoe 
Company was opening another store in 
Chicago. 

“This statement was undoubtedly 
made without knowledge of the fact 
that the Musebeck Shoe Company does 
not own or operate any retail stores. 
The Health Spot Shoe Shop at 55 East 
Madison Street, Chicago, was the first 
Health Spot Shoe Shop to be estab- 
lished anywhere. This shop was owned 
and operated by me personally. 

“During the past year 17 separate 
corporations have been established in 
different sections of the United States 
for the purpose of operating Health 
Spot Shoe Shops patterned after the 
original shop that was opened in Chi- 
cago. There are now nine and will soon 
be 10 Health Spot Shoe Shops in Chi- 
cago owned and operated by the Health 
Spot Shoe Shops, Inc. The shops in 
the State of Michigan are owned and 
operated by the Michigan Health Spot 
Shoe Stores, Inc. Those in New En- 
gland are owned and operated by the 
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PRE-WELTS 


O that every hour in your store will be 

a profitable children's hour, make 

your store attractive to youngsters and 

above all, give them the foot guidance 

that helps build strong-bodied adults . . . 

the foot guidance you give in Elam's 
Pre-Welts. 


STOCK 
SIZES 
2 to 8 








538—Patent Leather 
539—White Elk 


F.S. ELAM SHOE CO. 








New England Health Spot Shoe Stores, 
Ine.” 


Salesmen Form Million 
Dollar Club 


[CONTINUED FROM PAGE 32] 


ments in excess of five million dollars. 
Walter Mount, traveling in the Pan- 
handle Texas, was next in line with 
shipments of over four and a half mil- 
lion dollars. Alvin Miller, of Eastern 
Kansas, T. F. Tate, of Oklahoma City, 
and G. C. Stribling, of Los Angeles, all 
had records of shipments in excess of 
four million dollars. Practically every 
northern, southern and western state 
and some eastern states were repre- 
sented. 

These “Million-Dollar Salesmen” im- 
mediately organized a Million-Dollar 
Club, stipulating that every salesman 
who attains a million dollars in ship- 
ments of Peters’ shoes is eligible for 
membership. Jack Taylor was elected 
president. 

The convention terminated with a 
banquet at the Statler Hotel, attended 
by the officials of the company. Frank 
C. Rand, chairman of the board, and 
W. H. Moulton, president, touched on 
the economic conditions of the country, 
the principles of the company and the 
possibilities of improved business con- 
ditions. B. A. Gray, secretary of the 
company, was a feature speaker of the 
evening. His twenty-seven-minute ad- 
dress was devoted to the subject of 
“Loyalty and Good Fellowship.” 
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Open Season for the Open Toe 


[CONTINUED FROM PAGE 19] 


thing that looks like Fall but feels 
like Summer. 

For the first time last year, it oc- 
curred to the shoe trade that here 
was a whole, untouched selling season. 
A soft, light, cool shoe was put on 
the market—the unlined, perforated 
“softie.” Its instant success launched 
a new Fall selling season. 

For the accompanying illustrations 
we have chosen several “softies” in 
varied patterns—stepin, pump and ox- 
ford—to show the continued popularity 
of this idea. Any one of these shoes 
would be ideal for vacation travel or 
to wear in town with the first tailored 
Fall dress. The soft-toed “flat” be- 


“Zephyr Il” is how I. Miller identifies 
this important Summer stepin. Light and 
airy as its name, it is made to cling to the 
foot without adjustment. It comes in 
Kashmir and Powder Blue, pink, yellow, 
charcoal, navy and white (the last three 
also with lowered heel). Approximately 
80,000 pairs have been sold to date. 


longs in this group, which should also 
include a few wedge heels, probably in 
their modified “Dutch Boy” version. 
The whole wedge heel will also sell at 
this time, but chiefly in sport shoes for 
the college and boarding school trade. 
The “platform” sole applied to any of 
these patterns—it is reported that it 
has even been seen in combination 
with a wedge heel—gives additional 
protection and comfort to the foot. Its 
padded sole is coming to be recognized 
as an ideal cushion against hard, 
sizzling pavements or for hard days 
of sightseeing on vacation tours. 

All of these shoes are soft, cool and 
somewhat casual in type. They are 
made in suede and reverse calf, some 
smooth calf and some reptile, chiefly 
alligator. They will sell chiefly in 
brown and tan for travel, and in 
black, brown, wine, and a little blue for 
town wear with new Fall dresses or 
carried over Spring suits. 

For the dark sheer—so dear to a 
woman’s heart at this season—there 
must be a dressier shoe—a trimmed 
pump or an airier kind of stepin. In 


this group lightness and coolness are 
achieved by opening up the vamps and 
shanks, and sometimes the toes and 
backs. There are fewer open toes than 
last season, however, and these will 
probably be limited to cocktail shoes 
in the later Fall selling. ‘“Platform” 
soles again appear in this group, many 
in the lighter “half-platform” version. 

The favorite materials in this dress- 
ier group are suede and some kidskin. 
Calf, lizard and patent are the favorite 
trimming accents. Some braid and 
grosgrain are also used, but this does 
not seem to be as important as a year 
ago. The general trend is toward sim- 
plicity and restraint in trimming treat- 
ments. Pipings are very narrow and 
unobtrusive. Bows are small and flat. 
There are some exceptions, of course, 
as, for example, the suede pump with 
large flower at throat as shown in the 
accompanying sketch. Even this flower 
lies flat to the foot, however. Decora- 
tive details in contrasting color (espe- 
cially on black) are of growing im- 
portance, but here again, great re- 
straint has been used in such treat- 
ments. The general effect is always 
cool and dainty. 

Any one of these dressier shoes will 
be suitable to wear with Summer 
prints and dressy sheers or with the 
new Fall jerseys and crepes. 


Lamphier Named Shoe 
Manager 


PAWTUCKET, R. 
phier, formerly manager of the shoe 


I—J. Hubert Lam- 


department at Edwards’ at South- 
bridge, has been made manager of the 
shoe department at Bernstein’s of this 
city. The department features Walk- 
Over and Travelo footwear, and was 
enlarged prior to Mr. Lamphier’s as- 
sociation with the store. 

The Lamphier Shoe Shop, 220 Main 
St., operated by Frank A. ——— 
has been closed out. 





And now Walk-Over’s “Dog House” for 

women. Originally a man’s pattern, this 

sturdy, square-toed Blucher oxford is now 

being made in women’s sizes in beige, 

brown and blue reverse leather with match- 
ing crepe soles. 


WANTED — TO LEASE 


Hosiery & Handbag Depts. 

In progressive shoe and spe- 

cialty stores. Our merchandise 

and operations build traffic and 

benefit all your other lines. 

A PROFITABLE PROPOSITION 
FORTHERIGHT STORES 


Address No. 848 care 
BOOT & SHOE RECORDER 
239 West 39th Street, New York, N. Y 








Demand for Roller 
Skating Shoes 


Boston, Mass.—A. R. Hyde & Sons 
Co. of Cambridge are getting out roller 
skating boots for the growing demand 
for footwear of this sort due to the 
increased interest in this sport during 
the last two years. 

All skates are of the roller bearing 
sort, and each skate is securely at- 
tached to the shoe so that it won’t 
come off. 

The idea is old, for nearly 80 years 
ago Col. McKay, who developed the 
sewing machine, conceived the idea of 
making shoes with rollers on them as 
a means to provide for quick and eco- 
nomical pedal locomotion. 

He experimented with the idea. But 
the sole sewing machine, which bears 
his name, got his chief attention. 


Promote Play Shoes 


[CONTINUED FROM PAGE 30] 


Also the more practical peep-toe fash- 
ions, on high or low heels.” 

Whites are in the picture prominent- 
ly everywhere, along with all of the 
various other Summer footwear fash- 
ions. And play shoe publicity isn’t all 
being directed at the women by any 
manner of means. “Easy Footing for 
Leading the Easy Life” was the cap- 
tion of a striking ad by Volk’s of Dal- 
las, illustrating ten distinct novelties in 
Summer casual shoes. “Men are taking 
to a new business venture,” said the 
advertisement, “the business of play. 
Personally we’re for it, for looking like 
you haven’t a care in the world some- 
how makes you feel that way too. 
That’s the why of this swell collection 
of play shoes. We’ve taken plenty of 
care to give you the right footing . . 
now you take the fun! And fun is just 
what you’ll find in the easy feel and 
good looks of Volk’s leisure shoes.” 

We could quote from any number of 
play shoe ads written around the theme 
of Summer recreation and the vacation 
season. But these serve to indicate suffi- 
ciently the style of ads and kind of copy 
many merchants will use this Summer 
in an effort to build up the season’s 
business on casual outdoor types of 
shoes. 
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STRENGTH 
SECURITY 


. 


ECONOMY 


UNISHANK 


BREASTLOCK 
HEEL 


UNSSHANK innersoles and BREASTLOCK wood heels are two 
logical and practical features that progressive manufacturers 
are using on women’s high heel shoes. 

The BREASTLOCK heel with its special anchoring device, to- 
gether with UNISHANK innersoles, gives new security against 
“kicking under” or “kicking back.” Smaller and shorter soles 
can be used and flap laying is eliminated. Unishank gives 
rigid arch support that is vitally essential. 

Modem style versions emphasize the importance of these two 
basic improvements in shoemaking technique. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON. MASSACHUSETTS 








BOOT ann SHOE RECORDER, June 25, 1938 


SU THR PT ee 


The Market Is Calling 


all buyers—wanting the latest and best— 


tested by comparison. 


No other shoe center gives to buyers 
the chance for a choice obtainable in the 


Marbridge Building. 


When in New York—be neighborly—a 
welcome awaits you on every floor. 


D. S. MACDONALD, Mgr. 


47 WEST 347HST. BROADWAY 
nee TS 


Seger 





New YORK 











Short Back-Part Laat to 
prevent gapping ard slipping 


Let Nu-Matic FLEX-POISE Shoes bring 
you new merchandising possibilities . . . . 
extra sales .... and extra profits .... 
because they offer extra style and health 
construction features at the same price 
of ordinary shoes .. . . Start in Today! 
* Short Back-Part Last to prevent gapping and slipping. 

* Extra Toe Spring to prevent unnecessary wrinkles over vamp. 

* Outflair Wide Tread Last providing full foot freedom. 


* Bottom shaped to conform to 
the natural shape of the foot. 
* Built-In Metatarsal Pad correct- 
ly nested to relieve feet from 





SPECIAL 
WEDGED HEEL 


% Wedged Heel. Poise - shaped 
Insole and Special 











ROHN SHOE MANUFACTURING CO. 
512 FLORIDA STREET, MILWAUKEE, WIS 





Fifth Avenue Shoe Merchants Organize 





Guild Formed to Promote Profitable Operation by Eliminating 
Trade Abuses Which Tend to Increase Cost of 
Merchandising Stocks 


New York—The Fifth Avenue Shoe 
Retailers’ Guild has been formed here 
by retailers of high grade footwear. 
The aim of the organization is to make 
the selling of quality shoes more profit- 
able by the eradication of evils which 
are believed to have increased the costs 
of merchandising. 

Charter members of the organization 
are Frank Brothers, Saks Fifth Ave- 
nue, J. & J. Slater, Shoecraft, Inc., 
Hanan & Son and I. Miller & Sons. 
Harry Rosenthal, of Shoecraft, chair- 
man of the organization, expressed the 
belief that co-operation can be made 
the means to eliminate these abuses. 
Special services to customers which 
are costly to the store, including ser- 
vices such as free repairs, free dyeing 
of shoes, return of worn shoes, etc., 
were chief among these. The setting 
of uniform dates for clearance sales 
at the end of the season is another of 
the important points in the program of 
the organization. 

The completed program of the or- 
ganization will be presented to 25 
retailers in the metropolitan area for 


their approval. These 25 will be asked 
to join the group, on the promise that 
a small group can accomplish more 
than a large one, and that other re- 
tailers in the city will find it necessary 
to follow suit. 

It is the intention of the organiza- 
tion to present the completed program 
to the Shoe Fashion Guild, whose ap- 
proval is expected, since this group is 
working in the interests of high grade 
manufacturers. 

Mr. Rosenthal stated that “high 
grade shoe retailers all over the coun- 
try need an organization like this, and 
we are looking to the time when they 
will be able to follow our lead. We 
realize that the program we will have 
will be a difficult one, but if we gain 
some measure of success, it will be 
meaningful to every merchant of qual- 
ity shoes.” 

Those present at the preliminary 
meeting were Mr. Rosenthal, Arthur 
Livers, president of Frank Brothers; 
Maurice Miller, I. Miller & Sons; Her- 
man Shaffer, J. & J. Slater, Charles 
Lanchantin, Hanan & Son; Fred Rosen, 


Saks Fifth Avenue; Sydney M. Hei- 
mann, counsel for the new group which 
is preparing by-laws, and W. R. Par- 
rott, Shoe Fashion Guild of America. 


W. L. Colby and F. E. Witt 
Form Partnership 


CLAYTON, Mo.—Walter L. Colby, for- 
merly in the retail shoe business in 
Springfield, Mo., has closed his store 
there, moving to this city. He has en- 
tered into partnership with F. E. Witt 
and the new shoe company is known 
as the Colby-Witt Shoe Co. A complete 
line of shoes for the family is carried. 

Both partners are former employees 
of the Swope Shoe Co., Mr. Witt being 
with this company for 20 years and was 
assistant manager for the past two 
years when the Selby Shoe Co. took 
over the firm. Mr. Colby resigned from 
the Swope Shoe Co. in 1931 after be- 
ing in their employ for 22 years. Both 
men traveled on the road for Swope for 
about 30 weeks each year, selling the 
shoes to the retail trade. 

Clayton is county seat of St. Louis 
county and is about a mile west of 
Washington University and Forest 
Park. It is regarded as a good new 
shopping center. New York City stores 
have branches here. The Colby-Witt 
Co. have a most modern shoe store, 
having purchased all of the I. Miller 
shoe fixtures when the latter company 
closed their Locust Street store. 











Everyone Passing 
is a Possible Prospect 
SELL THEM 


DISPLAY CARD SAMPLES, HARMONIZING TICKETS 
and SELLING MESSAGES SENT ON REQUEST 
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Gay flower design in bright blue 
and pale pink on white background. 
Harmonizing ticket in blue and 
white. 



















Gif 


Nui 




















CARD HOLDERS 


Two styles available: Natural 
wood finish as _ illustrated 
above; or oval base-burnished 
gold—three color trim. These 
modernistic holders take any 
size card, and harmonize with 
the finest window display fix- 
tures. 


Supplied with annual services. 












































14 snappy and informative selling messages 
each month for men's, women's, children's shoes, 
women’s hosiery, store service, fitting, quality, styles. 
Single cards, 60c each—without text, 35¢ each 
(PRICES FOR MONTHLY SERVICE SHOWN ON OPPOSITE PAGE) 


ATTRACTIVE HAND LETTERED PRICE TICKETS 


In popular denominations and blank. 
tickets available. 


Samples of in-stock 


WITHOUT STORE NAME: 6 dozen, $1.10—12 dozen, $2.00 


WITH STORE NAME: 


100 tickets, $3.00—200, 


$5.00 


CHECK WITH ORDER, PLEASE, UNLESS C.O.D. PREFERRED 


MERCHANDISING AIDS 


Pouy Cup 





Natural View 
SHOE HOLDER 









Polly Clips 
For Price Tickets—Adjustable 
—Tilt at any angle. 


OE. iiss 459699 $2.25 
| gross .............. $4.00 


Recorder Stock Record 
Tickets 


for shoe cartons. Cyclone clips 
included. 


Polly Shoe Holder 
To display arch, branded, and 


fibre-sole shoes. Always re- 
mains in upright position. 








’ . 
i ‘ } 








Migwer—- 
a 
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FEATURE POINTERS 


precisely point out in-built values. These 
ARROWS are obtainable in two combina- 
tions: corn with green border, or buff with 
green border. Choice of forty selling 
phrases, or blanks. 


12 dozen ited or blank) .... $2.00 














(Cross out 


h IMPRINTED TICKETS @ 35¢ per fifty, in following 


quantities and denominations: 


6 dozen (printed or blank) .... 1.10 
| dozen (printed or blank) .... 0.25 


SPECIAL: 


Combination of one gross Polly 
Clips and one gross Arrows, only 
5.00. 





ANNUAL DISPLAY CARD 
SERVICE INCLUDES 


EXCLUSIVE FRANCHISE with annual card service to one merchant in an 


average size town, suburb or city shopping center. 


STORE WINDOW BULLETIN supplies merchandising and display suggestions 
each month. 


Children’s Shoes and Women’s Hosiery. 


SPECIAL CARDS, with wording as wanted. 


EXCHANGE OF CARDS: Annual card service subscribers may exchange any 
cards received for others of the current month, whose text better covers 
their merchandising program. 





PRICE TICKETS: Blank tickets, harmonizing with the current month's cards, 
supplied free. 


IMPRINTED PRICE TICKETS with prices as wanted, to assure well blended 
trim, are 35¢ per fifty, additional. 


STORE NAME SSS 


OV NG RR SSS 
STREET _—————————— 


We sell Men’s, Women’s, 
lines not carried.) We wis 


banks, or include exchange. 
If for any unforeseen reason 
we wish to discontinue ser- 

for 


each month’s service deliv- 





SERVICE | MONTHLY HOLDERS TICkETs 


No. | $5.00 6 100 


Checks 
subscribers 








per year, payable 
- Per month. For 


cash in advance, full year’s 


No. 2 4.00 4 100 





card holders. 


Ne. 3 3.00 


we agree to pay $1.00 
month additional 


foreign 
must be drawn on U. 





No. 4 2.25 


FOR ANNUAL SHOW CARD SERVICE 


For this service we will pay 
vice before expiration of or- 
ered, and agree to return the 




















service, 5% discounts. 


$ 
from 
der, 
per 

















MERCHANTS SERVICE DEPARTMENT 


7 FOR ITSELF + IN CHAN ; 
(fe INCREASED BUSINESS een oval oh > 
/ Mii tb (o1fror" Now soo cstitt ot cuicaco. 


ze BE ep ee nieces ce ences, 
Ko | SE) | Ze 
Yssetttld | 


“J”: White board. “U": White beard. “K”: White board. 
Design in erange Design in two shades Design im sea green Design in blue and 
and green. of green. and burnt erange. yellow. 


SIZE: 1" x 2%"—Prices on opposite page. 























card hold- 

eee. UM- 

PRINTED TICKETS, at 35¢ 
per fifty, additional 


+++» consisting 
first month’s 


of See ee 
. blank tickets each 











Please enter our order for the 
Recorder “Selling Messages,” 
beginning with July 
continuing monthly for one 
year, for Card Service No. 


ers (with the 
service), ........ 
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SALESMAN WANTED 


SALESMAN WANTED 


POSITION WANTED 











the floor or make-up. Salary or commission. 


140 Federal St. 


IF YOU ARE. A SALESMAN-PLUS, ANSWER THIS AD. 


Nationally known manufacturer desires two salesmen, for New England and New York City to 
Washington. Here is an unbranded line—well built, well styled, to retail $5 to $8—delivered off 
If you have a thorough knowledge of shoe merchan- 


dising, sales promotion, and can help dealers move their stock, here is your opportunity. 
Address No. 844, care of BOOT AND SHOE RECORDER 


Boston, Mass. 











Factory Representative 


A change in policy of distribution has cre- 
ated an opportunity for a man living in :— 


1. Philadelphia, Pa. 
2. Charlotte. N.C. 
3. Atlanta, Ga. 


to act in these cities and adjacent territories 
as factory representatives for a large manu- 
facturer of inexpensive, volume selling, novel- 
ty sport shoes and rubber footwear. These 
lines may be carried as a sideline and will 
represent a substantial income to the man 
selected. In reply, please give complete detail 
of previous experience, lines now carrying and 
territory covered. Be assured that all infor- 
mation will be held in strict confidence. 


Address No. 843, care of 
BOOT & SHOE RECORDER 
239 West 39th St., New York, N. Y. 











ESIDENT Salesman :—Men’s, Boys’, Youths’, 
Growing Girls’, Misses’ and Children’s 
popular priced stitchdowns for Georgia, Florida, 


T2 carry line of British Men’s Shoes In- 
Stock retailing $5.00—$8.50 cover Philadel- 
phia, Baltimore, Washington, Pennsylvania, 
upper New York State. Credits checked in 
New York. Must have following. Straight 
commission basis only. May be handled with 
another line. State references. Address £853, 
care Boot & Shoe pecerder, 239 West 39th 
Street, New York, 








POSITION WANTED 








Job wanted—anywhere. All around 
shoeman—retail and wholesale, inside 
work or selling, positively fully experi- 
enced in any angle of the business, 
moderate salary desired. Desperately 


in need of employment. 
DORE SEIDELMAN 
976 Tiffany St., New York City, N. Y. 





Alabama, Mississippi, Arkansas, T 
Kentucky, Western + A come New England 
and up state New York. Liberal cc 











paid. Address $851, care Boot & Shoe Recorder, 
140 Federal St., Boston, Mass. 





XPERIENCED salesmen to carry as a side 

line medium priced soft soled slippers. All 
territories. Must have chain and department 
store following. Best value in country. Ad- 
dress $852, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 





BY new large jobbing and distributing house 

in Chicago of well known trade-marked rub- 
ber footwear to cover territories of Illinois, Wis- 
consin, Minnesota, Nebraska, Iowa, Missouri, 
Indiana, and Michigan on a commission arrange- 
ment. No objection to non-conflicting side line. 
Address $845, care Boot & Shoe Recorder, 209 
S. State Street, Chicago. 





O carry a line of Men’s Dress Shoes, Men’s 

Work Shoes, Infants’ and Children’s Shoes; 
also a full line of Leather and Felt Slippers 
from Boston jobber. All popular priced lines. 
Territory open for Boston and suburbs and 
Western Massachusetts; also New Hampshire. 
Only live wire need apply. Straight 5% com- 
mission. Address £849, care Boot & Shoe 
Recorder, 140 Federal St., Boston, Mass. 





Live Wire Shoe Man Available 


Thoroughly experienced—a go getter and a ‘promoter 


ISPLAY CRAFTSMAN—Desires  connec- 

tion progressive chain. s Backgrounds in 
new materials, Wood, Metal, Plaster, Scenic. 
Fashion, Pictures, Airbrush, Plastics, Carving, 
Screen Process Lettering expert, [ixtures, 
Units, Spectaculars, Sales. Signs, etc. Jewish 
American. R. Ross, 428 West 57th Street. 
New York City. 





BUSINESS OPPORTUNITY 


WHOLESALE BARGAIN 
PAGE 


No buyer looking for a bargain 
need buy a pig in a poke. A daily 
bulletin of Auction Sales is main- 
tained on the next-to-last page of 
the New York Herald Tribune. 
These announcements are your as- 
surance that you are dealing with 
long - established, and regularly - 
used auctioneers. Remember—in 
the Herald Tribune daily. 

(Send to Herald Tribune, Depart- 
ment A, for Directory of Auction- 
eers and type of merchandise in 
which they specialize. No charge.) 




















LINE WANTED 





who can show results. An expert 
Buyer and M pus and hard 
worker—capable, dependable, and aggressive. Can 
handle shoes for entire family. Popular price to 
better grades. Department, Chain, Retail experi- 
ence. Married—34 years old—good background— 
best references. Will go anywhere. Salary secondary. 
Address F 800, care 
BOOT & SHOE RECORDER 
239 West 39th Street, New York, N. Y 














EXPERT corrective shoe fitter-sales instructor, 

radio and advertising. National prize win- 
ning displays and merchandising ideas. Patrick 
A. Morgan, 3529 Elmwood, Kansas City, Mo. 





AN with twelve years’ experience with suc- 

cessful chain of popular price family shoe 
stores with back-ground of store auditing, selec- 
tion of sales personnel, creative display, retail 
sales, and location scouting. Familiar with the 
best popular priced lines manufactured. Would 
prefer connection with small but progressive 
chain as traveling supervisor or organize new 
chain. Familiar with Pennsylvania and Marv- 
land towns. Address £850, care Boot & Shoe 
— 239 West 39th Street, New York, 





HOE salesman age 30, 12 years’ experience. 

Prefer men & boys line popular priced made 
up or in stock for Louisiana & Mississippi. 
Well known in south, best reference. Address 
2840, care Boot & Shoe Recorder, 239 West 
39th Street, New York, N. Y. 





REAL. good ladies’ novelty line wanted by 

dependable young salesman with many years 
very successful experience. North Carolina and 
other Southern States preferred. Box £847. 
Boot & Shoe Recorder, 239 West 39th St., 
New York City. 





ROGRESSIVE Shoe Salesman, a go-getter 

promoter and detail man now employed in 
New York area, desires to connect with live wire 
concern making line of Men’s high style Cus- 
tom type shoes to retail $4.00 to $7.50. Popu- 
lar and well liked in the trade. Best of refer- 
ences as to ability and character. For record 
and what I have to offer address —--—— care 
Boot & Shoe —— 239 West 39th Street, 
New York, N. 





address should be counted. 


CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. Mini- 
mum charge, 75 cents. For all other classified advertisements the rate is 7 cents per word. Minimum charge, $1.25. 
When a box number is desired twelve words should be added for the address. In all other cases each word of the 


The rate for all-display classified advertisements is $5.00 an inch with a maximum of 46 words. 
Classified advertising is payable in advance. 
(= Advertisements for this page must be in our New York office on Friday of the week preceding publication. “G4 
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FOR SALE 





OR SALE—Shoe Store. Well known brands. 
Town Six Thousand. D. H. Teeple, Port- 


lond, Indiana. 





WELL ESTABLISHED Women’s Shoe Store, 
40 miles south of Boston. Low Rental, 
good lease. Ideal location. Equipped with 
modern fixtures. Specializing $3, $4, $5 re- 
tailers. Address #841, care Boot & Shoe 


Recorder, 140 Federal St., Boston, Mass. 





STABLISHED Shoe Store on Long Island 
with no Chain Store Competition. Can Fe 
Owner Minimum of $2,000.00 per year. 
dress $842, care Boot & Shoe Recorder, 359 
West 39th Street, New York, N. Y. 





WANTED TO PURCHASE 








SHOE STOCKS BOUGHT 


Complete or Part 
Wholesale or Retail 
BARIS SHOE COMPANY, Inc. 


79-61 READE STREET, NEW YORK, N. Y. 
Telephone WORTH 2-5180-5181 








WE BUY 
Entire or Surplus Wholesale and Retail 
Stocks. lso Branded Shoes such as 
Walk-Over, Florsheim, Enna-Jettick, 
ity, Arch Preserver, Queen Quality, 
tonians, anv Red Cross, iN” Ete. 
RVIN RUBIN 
ane House of Jobs’’ 
89 Reade St., Cor. Church 
Phone Barclay 7-7887 New York City 








Buyers of Surplus Stocks 


PATENT ATTORNEY 








PATENT YOUR IDEA 


otoperia ZB 


FREE? ft ae PATENT Aucinece 
. Pat. Off. records searched 
for “ANY Invention or Trade Mark 








MERCHANTS’ NEEDS 








The Complete Line oj 
SPATS AND 
SHOE ORNAMENTS 
ofntietios our 
Most Successful 


ZIPPER SPAT 
Manolis Manufacturing Co. 


90, 
Representatives Wanted 








EDUPNEDE: 
Shoe Re- Shaping Devices 
Alter Shoes to Fit 
Abnormal Feet 
Make the necessary 


fitting adjustments to provide 


foot comfort 


DUNDE SHOE RE-SHAPING DEVICES, INC. 





We will buy surplus or entire ge of shoes 
from manufacturers, jobbers or retaile 
QUANTITY NO OBJECT 


KIRSCH-BLACHER CO., Inc. 


106 Duane St. New York 
Phone WOrth 2-5377 and 5378 

















Polish Makers Merge 


REIDSVILLE, N. C.—Swagger, Inc., of 
Philadelphia and the Nu-Shine Com- 
pany of Reidsville, N. C., are pleased 
to announce a merger of their respec- 
tive companies, including the personnel 
and entire business interests of each, 
under the name of American Products 
Company, Inc., with main offices and 
manufacturing plant in Reidsville, 
N. C. 

American Products Company, Inc., 
acquires all trade-marks, formulas, and 
patents owned by the two merging com- 
panies and will market Swagger, Shu- 
Care and Nu-Shine brands of shoe 
_ dressing and polishes, and allied prod- 
ucts. 

No change will be made in the mer- 
chandising and trade policies that are 
established at the present time. The 
same high standards of production and 
formulas will be maintained and from 
time to time new products will be added 
to the Swagger, Shu-Care and Nu-Shine 
lines to meet the full requirements of 
the trade. 

R. P. Richardson is president of the 


new company. He has been closely 
identified with the direction and man- 
agement of the Nu-Shine Company dur- 
ing the past 15 years and has served 
as President of the Nu-Shine Company 
for the past ten years. Mr. Richardson 
will be in charge of production and 
purchasing. 

Donald L. MacLea, vice-president of 
the new company, will be in charge of 
sales. He was formerly connected with 
Swagger, Inc., in the capacity of sales 
manager. 

Edward T. Bartlett, Jr., is treasurer 
of the new company and was formerly 
in charge of finances for Swagger, Inc. 

Hugh P. Griffin formerly plant super- 
intendent of the Nu-Shine Company 
continues in this capacity and is also 
secretary of the new concern. 

The Nu-Shine Company has been in 
business for over 20 years and their 
brand names are known from coast to 
coast, having a background of national 
advertising and a reputation of main- 
taining the highest quality standards. 

Swagger, Inc., relatively a new con- 
cern in the polish field, was the orig- 
inator of the new and popular type of 
shoe dressing known as liquid shoe wax. 
In a little over two years’ time this 
brand has achieved an unusually strong 
consumer demand and developed an ex- 
cellent trade reputation because of the 
policy of selling encinairely : in the shoe 
trade. 
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MERCHANTS’ NEEDS 








WHAT 
THIS »> 
WILL 

DO 

FOR 
YOU 








BRANNOCK SHOE- 
FITTING SYSTEM 

1 INCREASE REPEAT SALES 
Satisfied customers return 

2 ATTRACT NEW CUSTOMERS 
One tells others 

3 SAVE % OF FITTING TIME 
Cut down try-ons 


Write for Descriptive Folder 
and list of shoe factories offering Brannock Devices 
at special cooperative price. 


THE BRANNOCK DEVICE CO. 
SYRACUSE. N. Y. 


OVER 4000 RETAILERS 
HAVE PROVED THIS 
PRICELESS ADVERTISING 
MEDIUM WILL SELL 
MORE SHOES FOR YOU 


DR. PYLES FOOT OSCILLATOR 


The Most Remarkable Contribution to shoe retailing in 
recent years. Take your store out of the ordinary class. 
Install a Dr. Pyles Foot 

Oscillator, and watch your 

sales ‘Jump Ahead.’’ Brings 

to your customer ‘‘instant’’ 

foot relief. Makes fitting 

easier and quicker. Now in 

use by leading shoe 

and department stores 

throughout the coun- 

try and Europe. 











Makes feet more comfortable and actually 
saves time in making sales. Makes adjust- 
ments easier. 


Save sales by occupying the impatient cus- 
tomer’s time during rush periods. 


Simple and economical operation ... no 
supervision necessary. 


Price $38.50—F. O. B. New York or Stock- 
ton, California. 


Write your shoe manufacturer or jobber 

at once for special discount, or write to— 

THE VWI-PED-EX CORP. 
STOCKTON, CALIFORNIA 


No Mis-Mates with Mate Marks 
2450 2450 2450 


dip) 





Gus V. Wells—686 45th—Des Moines, Ia. 
Send Free Samples and Prices 
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Wehl Announces Window 
Contest Winners 


St. Louis, Mo.—Wohl Shoe Company 
has recently announced the winners of 
the 40 cash prizes in its National Win- 
dow Display Contest featuring Paris 
Fashion and Natural Poise Shoes. The 
displays were to be centered around 
point-of-sale advertising, working on 
the premise that attractive window dis- 
play increases sales. Judges in the 
contest were Syl. Reiser, International 


Association of Display Men, St. Louis, 


Mo.; Otto Lasche, display director, 
Kline’s, St. Louis, Mo.; A. Meyer, 
president, St. Louis Display Club. 

Stores from all over the country par- 
ticipated in the contest. Winners were: 

$50 Award, Hollywood Shop, Big 
Spring, Tex., and the Fair Store, Cin- 
cinnati, Ohio. 

$35 Award, Sterling Boot Shop, York, 
Neb., and Daly Bros., Eureka, Calif. 

$25 Award, The Vogue, Fort Wayne. 
Ind. 

$15 Award, Rechter Bros., Herrin, 
Ill., and Wiley’s, Hutchinson, Kan. 

$10 Award, Fontius Shoe Co., Den- 
ver, Colo.; Draper’s, Yakima, Wash.; 
Kahn’s, Oakland, Calif.; Van Allen’s, 
Clinton, Iowa; Kline’s, Cincinnati, 
Ohio; Haggedorn & Co., Gadsden, Ala.; 
Namm’s, Brooklyn, N. Y.; Uhler- 
Phillips, Mariou, Ohio; Richter’s, Lo- 
rado, Tex.; Netter’s, Springfield, Mo.; 
O. T.’s (main floor), Galesburg, II1.; 
The Anne Shop, Boise, Idaho; The Bon 
Ton, Altoona, Pa.; Plymouth Clothing 
Co., St. Joseph, Mo.; G. & E. Depart- 
ment Store, Iodi, Calif.; Vanity Shop, 
Hollywood, Calif.; Emporium, Jackson- 
ville, Ill.; Yeager’s Akron, Ohio; Fifth 


Street Store, Los Angeles, Calif., and . 


Feldman’s, Lima, Ohio. 

$5 Award, Prang’s, Valentine, Neb.; 
Hollywood Shop, Everett, Wash.; Star 
Shoe Store, Albuquerque, N. M.; Bau- 
mel’s, Bucyrus, Ohio; Lee’s, Clarks- 
ville, Tenn.; Spainhour’s, Boone, N. C.; 
Teague Co., Gainesville, Tex.; Fantle 
Bros., Austin, Minn.; Ramsey’s, Carth- 
age, Mo., and The Coffman-Fisher Co., 
Clarksburg, W. Va. 

Honorable Mention, Stewart Dry 
Goods Co., Decatur, Ill., and Jacqueline 
Slipper Shop, Columbia, S. C. 





Leo F. Praeger 


New York — Leo F. Praeger, 48, 
president and sales manager of Vincent 
Horwitz Co., Inc., slipper manufac- 
turers, died suddenly at Detroit, Mich., 
on Wednesday, June 15. 

Mr. Praeger was a popular figure in 
the shoe trade and was well known for 
his national activities in the trade. At 
the time of his death, he was working 
on the finance committee of the Na- 
tional Shoe Fair of which he was a 
member. : 

Funeral services were held on Fri- 
day, June 17, from his home at Wood- 
mere, L. I. Mrs. Praeger and a son, 
Lawrence, survive him. 
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Soon to be seen on fashion’s 
smart avenues — many versions of 
the platform shoe. Stewart & Potter 
again supplies its customers with 
authentic new lasts for these smartly 

designed examples of women’s 


modern footwear. 


STEWART & POTTER COMPANY 


BRANCH: UNITED LAST COMPANY 


372 CLASSON AVENUE, BROOKLYN, N. Y. 
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3837—Black suede side-gore side-strap, 
black patent vamp inlay and strap, vamp 
cut-outs, 19/8 Continental heel. Width 
Co RO ic ok ob os ote tek 1.45 
3835—Same except gun metal; patent 
vamp inlay and strap. 














Many a customer has probably 
asked, ‘Haven't you anything just 









a bit dressier at this price?" . . 






f 
3 


and often you've had to tell her: 
"Sorry, but | haven't."' Another 
sale lost! And you decided right 
then and there that next time 


you'd stock up early on timely 3852—Black suede side-gore pump, black 
patterns. patent tongue and quarter trim, 16/8 
Continental heel. Width C, Sizes 4/9 

1.45 










Well, ‘next time" will soon be 
here. Early Fall is the season when 
you're most likely to miss out on 







profitable sales because your 






stock lacks spice. That's why E-J 






advises you to put in these well- 






made, cleverly styled women's 
shoes. From coast to coast, 






3854—Black suede side-gore pump, 






they're your wanted Fall patterns, black patent pay br — stripping, 
is 16/8 Continent |. Wi C, Si: 
IN STOCK now, for fast delivery 4 ooo capes epi 1.45 
3855—Same except gun metal; patent 
to your store. trim and vamp stripping. 





CNDICOTT JOHNSON 
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Yen, WOMEN'S SHOE STOCK 


3842—-Gun metal baacisis diene: 3874—Black suede side strap, gun metal 
black patent tip and strap, 16/8 Conti- vamp trim and side strap, 16/8 Continen- 
nental heel. Width C, Sizes 4/9 .. 1.45 tal heel. Width C, Sizes 4/9 
3841—Same except black suede; patent 3875—Same, except blue suede, blue pat- 
tip and strap. ent strap. 


scememen necamanecccessecnataas 


3866—Gun metal four-eye tie, simulated 3844—Black patent side-gore pump, 
alligator tip and quarter trim, 16/8 built- vamp lacing, 16/8 Continental heel, 
up leather heel. Width C, Sizes a Width C, Sizes 4/9 ji 


3864—Same except black suede, gun 
metal tip and quarter trim, 16/8 Cuban 
heel. 

3865—Same except brown suede, brown 
tip and quarter trim. 


3859—Black suede one-eye tie, gun 
metal vamp overlay and quarter trim. 
vamp lacing, 16/8 Continental heel. 
Width C, Sizes 4/9 . 1.45 
3860—Same except gun metal; black pat- 
ent vamp overlay and quarter trim. 


Endicott, N.Y. St. Louis, Mo. New York City 
es 
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KEEP AHEAD OF COMPETITION 
with . 


FOOT SAVER SHOES 





@ Many dealers have written us recently to say how 
splendidly Foot Saver sales have held up during 
the current season. We know this is true from our 
volume of fill-in business and from a comparison of 
our own sales with those of the industry generally. 

We believe the continued success of Foot Saver 
Shoes is due largely to three factors: 


1 Aggressive and continuous merchandising and 
advertising by us and our dealers. 


2 The refusal to sacrifice quality to price. Regard- 
less of conditions there is always high-grade 
business to be had, especially when the other 
fellow is lowering his standards and prices. 


3 Aconstant addition to the Foot Saver line of new 
styles and improvements. Fresh innovations en- 
thuse salespeople and intrigue customers. Foot 
Saver Shoes always offer a new talking point to 
help dealers get the business. Some recent Foot 
Saver achievements are shown on this page. 


SHORTBACK* 


FOOT SAVER SHOES 


Made by THE JULIAN & KOKENGE COMPANY, COLUMBUS, OHIO 5 KokengeCe, 
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@ Dealers tell us we're smart in 
refusing to join the current price- 
cutting parade. Our reasons 
for not doing so are prima- 
rily selfish but, at the same 
time, are of direct benefit 
to every Foot Saver account. 

First of all, we're organized to 
produce only quality footwear. Our 





sources of material, our methods of 
operation and inspection are all 
geared solely for high-grade produc- 
tion. If we lowered our standards, 
our profits would not merely shrink 
—they’d vanish. We are.in business 
to make money—and so are you. 
Today The Julian & Kokenge Com- 
pany stands alone in the successful 
manufacture and distribution of 
women’s high-grade welt shoes. 
Secondly—and this is important 
to every retailer—we know from ob- 
servation that when pricesand stand- 
ards of a quality line are cut, the 
value of its franchise shrinks rapidly. 
Women are attracted at first by the 
prestige of the name at the new low 
price. They buy. They soon find the 


quality lacking. And they don’t 


come back. We have seen many fine 
retailers lose their leadership and 
profits by sacrificing quality to price. 


SHORTBAC K* 


We're N 


IN THIS PARADE 


We know, from experience, that 
there is always a profitable market 
for high-grade welt shoes. When the 
other fellows cut prices, they're sim- 
ply removing themselves from that 
market, dropping down to compete 
with a host of lower grade, lower 
price producers. 

Atsuch times the Foot Saver dealer 
has the field more nearly to himself 
—and he profits accordingly. He 
holds his regular customers because 
the quality of his line is carefully 
maintained. He acquires new cus- 
tomers among those who are disap- 
pointed with the lowered quality of 
their favorite brands. 

Material costs are now slightly 
lower—and Foot Saver’s slightly 
lower prices for Fall accurately 
reflect this portion of production 
economy. But other costs are rela- 
tively unchanged. And so wedecline 
to follow the trend and skimp quality 
or workmanship. Foot Saver dealers 
will continue to profit from our ad- 
herence to this stand. Our advance 
orders for Fall prove that our dealers 
have confidence in this policy. 


*Reg. U.S. Pat. Off 


FOOT SAVER SHOES 


Copyright 1938, The 
& Kokenge Co. 


Made by THE JULIAN & KOKENGE COMPANY, COLUMBUS, OHIO 





No. 8119-2 . . Black Oxford, 
Welt. Sizes 6—11, C and D. All 
Leather 


No. 8103-5 .. Black Oxford, 
Welt. Sizes 6—11, B, C and D. All 


No. 8100-1. . Black Oxford, 
Welt. Sizes 6—11, B, C and D. 
$2.00 


No. 8106-3. . Black Oxford, 
Welt. Sizes 6—11,C and D. $2.00 


No. 8114-4... Brown Oxford, 
Welt. Sizes 6—11, B, C and D. 
$2.00 


8113-4. « Same in Black. 


Crepe sole patterns also available 


in this price range. 


If you’re interested in earning an additional 5% 
write for full details. 
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No. 8100-1 
IN STOCK 


No. 8106-3 
IN STOCK 


No. 8114-4 
IN STOCK 
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No. 8119-2 
IN STOCK 


No. 8103-5 
IN STOCK 


Tie in with the greatest values Peters 


has ever offered in men’s *3 retailers 


Give your store the stimulating influence of these all- 
leather men’s dress shoes. They are really superior values 
to retail at $3.00. Never before have we offered so 
much for the price—all solid leather insoles, outsoles, 
heels and counters = available from floor stocks in a wide 
variety of patterns, lasts and leathers. These shoes will 
decidedly strengthen your competitive position. Write 
us at once for salesman. 


You’ll also want to see our new, complete line of 
men’s dress welts to retail at $4.00. 


Most styles priced at $2.50, some at $2.60. 
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A COMPLETE SERVICE IN FINE CALF LEATHERS B 0 Hi@o 
THE OHIO LEATHER COMPANY ®* GIRARD, OHIO 





